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ABSTRACT 
 
 
International companies are increasingly taking advantage of the benefits of globalisation 
such as continuous improvement in transport and communication technologies that in turn 
lower transportation costs and decrease logistical difficulties. However, the international 
environment includes business uncertainty in the form of exchange rate volatility as well as 
political and economic issues. Moreover, ongoing reduction of trade barriers is reversing the 
previous tendency to integrate business vertically, shifting international business schemes 
towards outsourcing all except what the company consider its core competence.  Supply chain 
management is a strategic concept that considers the behavioural and political dimensions of 
conflict and dependence at the purchaser-supplier interface. Nevertheless, there is substantive 
ambiguity regarding its actual practice. Furthermore, although international purchasers are 
increasingly becoming more important, the purchasing side of international trade remains 
largely ignored in empirical research. 
 
This study focuses on understanding the complexity surrounding the commercial relationship 
between purchasing executives and foreign suppliers. The aim is to investigate what key 
factors are associated with uncertainty at the cross-national purchaser-supplier interface. Of 
interest to this research is how purchasing executives deal with those variables. 
 
The literature review addresses the discussions of the constructs as it informs the development 
of hypotheses investigating patterns arising from their interactions. The result was a 
theoretically driven model addressing the complexity of the purchaser-supplier interface. A 
survey was conducted to collect data from the membership of a nation-wide professional body 
of Australian purchasing executives. The richness of the management reality was approached 
by having recourse to systems theory and the realism paradigm. The model was tested and 
discussed using structural equation modelling, the supply chain management literature and the 
responses and comments of the participating purchasing executives buying from over twenty 
countries.  
  
 
 xxii
The results include purchaser’s perceptions regarding five latent variables and their 
concurrent interactions within the uncertainty surrounding international trade. The factors are 
culture affinity, the strength of the commercial relationship, quality reliability, ISO 9000 
certification and the country of origin effect. Findings indicate that culture affinity is 
particularly important for purchasing executives and that it is a significant driver of the 
commercial relationship with foreign suppliers of manufacturing products. Nevertheless, 
culture affinity does not significantly influence perceptions of quality reliability. In contrast, 
commitment, cooperation and conflict management have a significant influence when 
assessing foreign supplier’s quality reliability. Trust, traditionally seen as a social aspect of 
the commercial relationship, was found structurally embedded in the perceptions of quality 
reliability together with technical dimensions of quality. The commercial relationship between 
Australian purchasing executives and foreign suppliers was found to have a high level of 
maturity.  However, the purchasers showed no orientation towards commercial equity, and 
cooperation was found to be incomplete, overlooking working on cost optimisation. Further, a 
level of commercial partnership has not been established.  It is suggested that a relational 
approach in the international supply chain is a necessary, but insufficient, condition to 
progress to the level of commercial partnerships. 
 
The study shows that Australian purchasers’ perceptions regarding ISO 9000 are surrounded 
by controversy. However, the Standard is still considered a credible quality management 
system tool that enhances supplier’s competitive position. Additionally, the majority of the 
Australian purchasing companies were not engaged in a low-cost country sourcing strategy. 
Overall, it can be said that the country of origin effect and ISO 9000 certification did not have 
a significant influence on quality perceptions within the context of an uncertain international 
environment.  
 
By taking a multivariable and multidisciplinary perspective, this research contributes to a 
deeper understanding of mature commercial relationships in the international supply chain. 
The findings provide valuable information that assists organisations to tune or balance the 
supply management philosophy principles in the uncertainty associated with global trade.  
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Chapter 1  
 
 
INTRODUCTION 
 
 
1.1 Introduction 
 
Globalisation refers primarily to the progressive elimination of trade barriers and 
unprecedented international mobility of capital. Three primary factors have influenced the 
process of economic globalisation. First, technological improvements of transportation and 
communication have reduced the costs of transporting goods and services. Second, 
individuals and societies have generally favoured taking advantage of the declining costs of 
transportation and communication. Third, governments have significantly influenced the 
denationalisation of clusters of political, economic, and social activities, due to the rising need 
to address universal problems in the international level (Zekos, 2003).  
 
The General Agreement on Tariffs and Trade (GATT) achieved significant progress in 
reducing tariffs on trade in manufactured goods among major developed countries by an 
average of 34 percent. In 1994, in Uruguay over a hundred countries signed the most 
comprehensive and ambitious GATT agreement ever completed with expectations of boosting 
the annual global income by USD (United States Dollar) 235 billion by 2005 (Tucci & 
Tucker, 1996). Globalisation is still a relatively recent business experience and international 
trade now plays a greater role in each country’s economic policy than previously.  
 
 For companies operating under conditions of free trade agreements there are many challenges 
involving quality standardisation, shorter product life cycles, more demanding customers, 
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culture and value for money. Shifting degrees of business practices and volatility of exchange 
rates intertwined with political and economical uncertainties challenge international firms.  
  
Vertical integration is a form of organisation that involves producing and selling products 
within the firm, rather than within supplying firms (Table 1.1).   
 
Table 1.1 Reasons for Adopting and Discarding Vertical Structures 
Period Direction Driving reason 
1700 to late 1800s Increase 
Overcoming market uncertainty 
Geographical Control 
Distribution 
Early 1900s Decrease 
Legal enactments 
Loss of colonial markets 
1920s to mid-1970s Increase 
Protection of tacit knowledge 
Stress on efficiency 
Maximization of return to assets 
Advantages of transfer pricing 
Emphasis on quality control 
Mid-1970 to present Decrease 
Continuous process technology 
Spread of flexible manufacturing systems 
Influence of Japanese style of management 
Increase in network structures 
Dynamic environment 
Source: Desai & Mukherji (2001, p. 235). 
 
 
 
 
 
 
Vertical integration was a reaction of industry to tariff policies and poorly developed 
intermediary markets (Desai & Mukherji, 2001). As competition increases, firms look for 
synergies and regard international sourcing as a logical extension of domestic sourcing.  
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Discarding vertical integration by outsourcing all but what companies consider their “core” 
gives rise to the view of firms as a network of contracts. Further, the new commercial 
environment is forcing manufacturers and retailers to shift from treating each other as 
customer/supplier to working as commercial partners trying to solve consumer need (Desai & 
Mukherji, 2001; Harland, Lamming, & Cousins, 1999). 
 
 
1.2 Supply Chain Management and the Purchaser-Supplier Interface 
 
Few international firms can still afford to sustain vertical integration while attaining global 
coverage. As a result, international supply chain (ISC) activities involve a multidisciplinary 
network of suppliers, purchasers, and assemblers working together to lower logistics and 
distribution costs across national boundaries (Akkermans, Bogerd, & Vos, 1999; McAdam  & 
McCormack, 2001).  Accordingly, the theoretical foundation of supply chain management 
(SCM) is that companies are embedded in their environment and functionally integrated in a 
competitive market place (Svensson, 2002; Van der Vorst & Beulens, 2002).   
 
Although SCM is a widely accepted strategic concept, substantive ambiguity exists regarding 
its actual practice (Fawcet & Magnan, 2002). Globalization brings the benefit of international 
diversity and cost optimisation but it is also surrounded by environmental uncertainty and 
complexity (Duclos, Vokurka, & Lummus, 2003; Lau, Razzaque, & Ong, 2003). Despite the 
increasing number of international strategic alliances, it has been estimated that between 30 & 
and 70 % of alliances fail (Kauser & Shaw, 2004), A systems approach encompassing 
simultaneous consideration of disciplines such as Relationship Marketing (RM), Quality 
Management (QM) and cross-cultural management is necessary to understand and evaluate 
the feasibility of the SCM concept (Matthews, Pellew, Phua, & Rowlinson, 2000; Min & 
Mentzer, 2000).   
 
Most of the decisions shaping a supply chain are made at the purchaser-supplier interface. 
Purchasers’ activities facilitate production or manufacturing programs whereas suppliers are 
the sellers of their company marketing programs (Julie, 2003; Love & Gunasekaran, 1999).  
Fung (1999) argues that contemporary purchasers have to redefine their role within the 
dynamics of the supply chain context. The expanded purchasing concept gives rise to two 
underlying paradigms namely, a) every purchase is also a sale, which focuses on internal 
exchanges that contribute to marketing and organisational goals, and b) purchasing is more 
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than buying, which focuses on the complexity of external exchange with suppliers and 
markets. In the past, purchasing was regarded as a service function, a provider of “support”.  
A SCM perspective should regard purchasers as key supply chain managers (Leenders,  
Nollet, & Ellram, 1993).    
 
As different systems and disciplines integrate and overlap, the purchaser-supplier interface 
becomes increasingly important. An international sourcing scope adds complexity to the 
commercial relationship between purchasers and suppliers (Youngdahl & Loomba, 2000). 
Paradoxically, there is scant empirical research undertaken with a multidisciplinary approach 
involving the purchaser-supplier interface of the ISC. 
 
 
1.3 The Research Problem and Questions 
 
Purchasing executives have been reported to be both “very cautious” in their expectations of 
SCM (Fawcet & Magnan, 2002) and real “gatekeepers” in industrial buying (Lau, Razzaque, 
& Ong, 2003). There is a trend towards international outsourcing with price remaining as a 
strong tactical issue competing with priorities such as quality reliability and supplier’s country 
risk within an international uncertain environment (Fraering & Prasad, 1999; Van der Vorst & 
Beulens, 2002).  
 
In some circumstances ISO 9000 certification has been regarded as a marketing tool aiming at 
reducing the uncertainty surrounding quality in the international purchaser-supplier interface 
(Vertinsky & Zhou, 2000). It is known that ISO 9000 certification from foreign suppliers is 
frequently one of the initial requirements made by international purchasers (Braglia & 
Petroni, 2000). However, suppliers’ reasons to obtain the standard are driven by different 
levels of the understanding of quality management in different countries (Lau, Zhao, & Xiao, 
2004).  
 
Globalisation and the desire to exploit the benefits of economies of scales outside national 
boundaries have led companies to extensive cost competition. This situation gives rise to the 
country of origin effect (COO effect), a multidimensional construct related to the risk 
associated to purchasing from foreign countries (Quester, Dzever, & Chetty, 2000).  The COO 
effect has been studied primarily in isolation from other variables (Al-Sulaiti & Baker, 1998). 
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Hence, the relative weight of foreign ISO 9000 certification and the COO effect at the 
international purchaser-supplier interface has not been studied in a multivariable environment.  
 
The initial review of the literature revealed that the relative influence of ISO 9000 
certification and the COO effect was embedded in a multidisciplinary purchaser-supplier 
interface. It was found that purchasing professionals considered quality reliability and cultural 
issues as immersed in the uncertainty surrounding the purchaser-supplier interface 
(Brookshaw & Terziovski, 1997; Overby & Min, 2001; Swift, 2002).  Consequently, the 
scope of the research problem was broadened and redefined as how purchasing executives 
deal with environmental uncertainty variables surrounding the international purchaser-
supplier interface. 
 
 The underlying general research questions are: 
 
“What are the key factors associated with the cross-national purchaser-supplier interface of 
the ISC? Particular emphasis is placed on how purchasing executives deal with the 
environmental uncertainty surrounding the interface”. 
 
“How do purchasing executives deal with the simultaneous interaction of environmental 
uncertainty factors surrounding the international purchaser-supplier interface?” 
 
As well as ISO 9000 certification and the COO effect, three other factors namely, quality 
reliability, culture affinity and the commercial relationship became evident from the literature 
as influencing a complex and uncertain global business environment. 
 
Six specific research objectives arise from these global objectives regarding the purchaser-
supplier interface namely: 
 
? To investigate whether culture affinity influences the strength of the commercial 
relationship. 
? To investigate whether culture affinity influences perceptions of quality reliability. 
? To investigate whether the strength of the commercial relationship influences 
perceptions of quality reliability. 
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? To investigate whether perceptions of ISO 9000 certification influence perceptions of 
quality reliability. 
? To investigate whether culture affinity influences the COO effect. 
? To investigate whether the COO effect influences perceptions of quality reliability.  
 
This research identifies and assesses five environmental uncertainty factors involved in the six 
questions mentioned above and determines their relative importance when interacting 
simultaneously.  The factors are: a) the strength of the commercial relationship, b) culture 
affinity, c) quality reliability, d) ISO 9000 certification, and e) the COO effect.  
 
The methodology addressing the research questions included developing a conceptual model 
and testing it with the participation of purchasing executives mostly importing manufacturing 
products. The participants were selected from the Eastern states of Australia i.e. Queensland, 
New South Wales, Victoria, Tasmania and Australia Capital Territory (ACT). The first four 
states accounted for over 86 % of the total Australian imports in the period 2002-2003 (ABS, 
Catalogue 5368.0, Australia's Trade with the USA). The sample included companies from 
private and public sectors buying from suppliers from 27 countries.  
 
 
1.4 Justification for the Research 
 
Despite the interdependency surrounding commercial interactions in the ISC, the 
understanding of how decisions are made at the multivariable and multidisciplinary 
purchaser-supplier interface has not been extensively studied (Overby & Min, 2001; 
Svensson, 2002). Cross-national studies of purchasing patterns are necessary to better 
understand trade between countries and regions throughout the supply chain. Although 
international marketing can be used for buying and selling, the purchasing side of 
international trade remains largely ignored in empirical research (Ghymn, Liesch, & 
Mattsson, 1999).  
 
The understanding of purchasers’ decision-making processes is increasingly salient because 
of the growing strategic importance of the purchasing function. Unlike consumers, industrial 
buyers play the role of professional purchasers. Management commitment, supplier 
management, quality information and cross-functional coordination have been found 
significantly correlated with the purchasing operational performance (Sanchez-Rodriguez & 
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Martinez-Lorente, 2004). Australian international purchasers are gradually becoming more 
important in the global trade environment. In 2002-2003, the Australian purchases from 
overseas accounted for AU $ 133,131 millions. Current strengthening of the Australian dollar 
(AUD) with regard to the USD is allowing the Australian purchasers to increasingly import 
more as well as diversify their international sources of supply (Figure 1.1) (Forex Trading, 
2004). However, a number of issues in the form of uncertainty factors surrounding the 
commercial relationship with foreign suppliers have become apparent for international 
purchasers (Overby & Min, 2001; Van der Vorst & Beulens, 2002).  
 
FIGURE 1.1 EVOLUTION OF THE AUSTRALIAN EXCHANGE RATES 
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Note:  Average values per month.  Values from 1 Jan 2003 to 3 December 2004. 
Source: Adapted from Forex Trading (accessed 5 December, 2004). 
 
 As globalisation challenges traditional sourcing strategies a greater need to collect 
information on international purchasing becomes evident. This research contributes to the 
understanding of how Australian purchasers face the uncertainty of such a multivariable and 
interdisciplinary environment. The research objectives address transnational procurement 
issues which are increasingly important for all companies willing to achieve ISC integration.  
The findings orientate either purchasers or suppliers in improving current courses of action or 
strategies and/or to design new ones. 
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Although particular emphasis is placed on purchasers’ decisions, the findings are also 
valuable for foreign suppliers, as each participant in the ISC is a supplier as well as a 
customer.  A practical implication is that more targeted export strategies can be formulated for 
any foreign supplier seeking to export to Australia. Furthermore, the research outcome assists 
in reducing the uncertainty surrounding the international purchaser-supplier interface by   
providing insights beyond the Australian manufacturing industry. 
 
 
1.5 Chapter Outlines 
 
In this introductory chapter, the research background and the research problem have been 
introduced, and the justifications of the study have been presented.  Next, the research process 
aiming at answering the research questions will be unfolded through the following chapters.  
 
• Chapter 2 Literature Review 
 
The literature review identifies the scope of previous research informing the research 
problem. An examination of the purchasers-supplier interface is made from the perspective of 
SCM, RM, culture, QM and the COO literature. The relevance of five factors or constructs 
involved in the environmental uncertainty surrounding the interface studied is discussed. The 
analysis of the literature reveals that the concurrent interactions of these factors have not been 
studied. This leads to the consideration of studying the mechanism-producing patterns of 
response involving the five constructs at the purchaser-supplier interface.  
 
• Chapter 3 Methodology 
 
A theoretical foundation for methodology and method is presented in this chapter. The 
complexity of studying the purchaser-supplier interface within a multivariable and 
multidisciplinary perspective is also addressed. Accordingly, the chapter sets the criteria for a 
research design within the realism paradigm. The selection of realism should allow the 
researcher to discover, identify, describe and then analyse generative mechanisms of 
purchasers’ preferences. Structural equation modelling (SEM) is selected given its theoretical 
framework linking the realism paradigm with the methodological requirement of the research 
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problem. Also, data collection and data analysis are outlined and aligned within the research 
design. 
 
• Chapter 4 Model Development 
 
Chapter four builds the theoretical framework for a conceptual model including six 
hypotheses involving the factors identified in chapter two. The hypotheses are developed from 
an understanding of the variables as part of the complexity of the environmental uncertainty 
surrounding the interface studied. The criteria and boundaries involving the conceptual model 
are discussed. SCM, RM, culture and QM constitute the theoretical background of the model.    
 
• Chapter 5 Data Collection 
 
This chapter focuses on reducing the abstract constructs studied into observable and 
measurable definitions. A first draft of the data collection instrument is designed and refined 
using a pilot test. A number of data collection procedures are evaluated with regard to 
response rate and cost. After weighing the trade-offs involved in each procedure, an 
administration method involving a mail survey in Queensland, New South Wales, ACT, 
Victoria and Tasmania was selected.  
 
• Chapter 6 Data Analysis 
 
Chapter six presents the analysis of data from the purchasing executives participating in the 
research. The company profile is presented using descriptive analysis and the methodological 
criteria described in chapter three are tested. The chapter also examines the goodness of fit of 
the model proposed in chapter four. A classification of the purchasers’ comments is presented 
at the end of the chapter. 
 
• Chapter 7 Results 
 
This chapter presents the results obtained from the descriptive data analysis using a visual 
perspective by means of graphics. The final results related to the analysis of the model are 
presented at the end of the chapter.  
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• Chapter 8 Discussion of Results 
 
This chapter discusses the results in relation to the research questions. The discussion focuses 
on the five constructs studied and the six hypotheses of the model. The context of the 
discussion includes import statistics published by the Australian Bureau of Statistics (ABS), 
the literature review, and the purchasers’ comments. Likewise, the findings regarding the 
significance and non-significance of the modelled patterns are discussed.   
 
• Chapter 9 Conclusions 
 
Chapter nine, conclusions, addresses the research objectives in the light of the entire research 
project and the findings. First, it presents a review of the achievements of the previous 
chapters. Second, it draws together what the research evidence discovered in order to answer 
the research questions. The chapter also outlines the contribution to knowledge regarding the 
constructs and the model studied.  The findings indicate that culture affinity, the strength of 
the commercial relationship and quality reliability are involved in two significant patterns at 
the purchaser-supplier interface.  
 
• Chapter 10 Limitations, Future Research, and Implications for Theory and Practice 
 
In chapter ten, limitations are discussed and extensions of the research are proposed to build 
on the conclusions drawn in chapter nine. Likewise, specific suggestions of further research 
made by the purchasing executives are presented. Also, implications for theory and practice 
are discussed. The chapter ends with some reflections about the experience of conducting 
research with purchasing executives.  
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Chapter 2  
 
 
LITERATURE REVIEW 
 
 
2.1 Introduction 
 
 
This chapter provides a critical analysis of literature leading to the development of a 
theoretical basis for addressing the research questions of the present thesis: what are the key 
factors associated with the purchaser-supplier interface of the ISC and how do purchasing 
managers deal with uncertainty factors surrounding this interface? A challenge confronting 
most, if not all researchers, is the identification of the scope of the literature that informs this 
research question. Initial examination was limited to quality management systems (QMS) and 
COO effect literature. However, throughout the review it became evident that the relative 
influence of ISO 9000 and the COO effect in international trade is embedded in the 
complexities associated with a global environment.  
 
Owing to these complexities and the interdisciplinary nature of this problem, it was necessary 
to broaden the scope of the literature review in order to include a number of different areas 
relevant for the purchaser-supplier interface within international supply chains. The review 
demonstrated that SCM and RM are primary disciplines related to the research question. 
Accordingly, an integrative approach to the literature review was developed, starting from a 
general review of SCM and RM literature. Inter alia, these two disciplines address uncertainty 
and turbulence in the purchaser-supplier interface spanning national boundaries, cultures, and 
financial and management systems. From this foundation, an examination is made of the 
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purchaser-supplier interface. Next, the concept of international environmental uncertainty in 
supply chains is discussed as it articulates issues concerning relationship marketing, quality 
perceptions, culture affinity, and perceived risks associated with the COO effect.  
 
The ultimate goal of this chapter is to present the pertinent research on SCM, RM, 
Purchasing, culture, quality, and COO effect as related to environmental uncertainty factors in 
the purchaser-supplier interface of the ISC. 
 
 
2.2 Supply Chain Management 
 
 
A major challenge to understanding SCM dynamics is that a supply chain is a composite of 
logistics, purchasing and sales concepts with an emphasis on customer orientation, 
profitability and quality (Schellhase, Hardock, & Ohlwein, 2000; Tan, Kannan, Handfield, &  
Ghosh, 1999). By comparison, logistics involves materials management, physical distribution 
management, credit rating, insurance and delivery promises (Gunasekaran, Patel, & 
Tirtiroglu, 2001).  
 
Internationalisation adds a further dimension as a result of transfer of products along a 
network of suppliers, assemblers and buyers with both managerial and technological 
challenges across national boundaries (Akkermans, Bogerd, & Vos, 1999; McAdam & 
McCormack, 2001; Overby & Min, 2001; Youngdahl & Loomba, 2000). Consequently, the 
theoretical foundation of SCM is based on ties, links or bonds between companies, namely 
time-dependence, relationship-dependence and functional-dependence in a competitive 
marketplace. 
 
 A systems approach is needed to understand supply chains as groups of companies 
functionally integrated and synchronized with goals of mutual interest. A common feature of 
systems is that they are embedded in their environment and are connected with other systems 
(Cleland & King, 1983). Accordingly, interactions between buyer and seller organizations are 
influenced by the overall environment, the atmosphere of the purchaser/supplier interaction, 
and the relevant organisational executives (Hakansson, 1982, p. 15; Svensson, 2002). In this 
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environment, buyers are not passive actors and price remains as a strong but tactical issue 
competing with other priorities like quality and delivery (Spring & Boaden, 1997).  
 
 International purchasing executives drive increases in profitability by achieving five critical 
supply management activities. These activities are: supply analysis and strategy, requirements 
management, sourcing, supplier development, and supplier relationship management (Table 
2.1). 
 
In practice, there is a functional divide between purchasing and SCM (Duclos, Vokurka & 
Lummus, 2003). Few companies are engaged in such extensive and collaborative supply 
chains. 
 
 
Table 2.1 International Supply Management Activities 
 
Supply activity Sample Solutions used 
Spend analysis and strategy 
Spend analysis 
Global supply market analysis 
Spend strategy information 
Requirements Management 
Site-level requirements templates 
Technical drawing management 
Specification and service level management 
Sourcing 
Total cost negotiation 
Decision optimisation 
Requirements communication 
Supplier Development 
Supplier qualification 
Supplier implementation 
Supplier improvement and development 
Supplier Relationship Management 
Contract management 
Supplier quality and delivery performance 
Supplier capability and activity tracking 
 
Source: adapted from Meakem (2004, p.6). 
 
 
Globalisation brings the benefit of international diversity but it also entails environmental 
uncertainty and complexity (McAdam & McCormack, 2001; Overby & Min,  2001; Prater, 
Biehl, & Smith, 2001). 
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2.3 Purchasing, Logistics, and Procurement within Supply Chains 
 
 
The terms purchasing, procurement, materials management, logistics, and supply 
management are often used interchangeably in organizations. This can cause some confusion. 
Supply management is usually given the wider scope, describing any activity involved in 
moving goods into the firm. Procurement includes purchasing, transport, warehousing, and 
receiving inbound materials whereas materials management is defined as the movement and 
storage functions associated with supplying goods to the firm (Bloomberg, Hanna, & LeMay, 
2002, pp. 4, 5; Lambert & Stock, 1993, p. 4). Logistics, synonymously used as physical 
distribution, has been defined as all the activities concerned with moving the right amount of 
the right products to the right place at the right time (Etzel, Walker, & Stanton, 2001, p. 463). 
Purchasing usually refers to the actual buying of materials and those activities associated with 
the buying process.  
 
Purchasing is becoming a high priority in organizations. It has evolved from a focus on 
transaction and compliance, with a minimum impact on the overall bottom line, into a 
growing board-level executive function responsible for generating profits, not just reducing 
costs. Purchasing cuts across other functions in organizations, over and above attending to 
immediate buying needs, driving compliance through strategic collaboration and interfacing 
with engineering, finance, marketing, operations (FreeMarkets, 2003).  
 
 
2.3.1 Purchasing variables 
 
Purchasers are expected to accomplish the following goals (Bloomberg et al., 2002, pp. 13, 
14; Lambert & Stock,  1993, p. 487): 
 
• Provide an uninterrupted flow of materials, supplies, and services required to operate 
the organization. 
• Keep inventory investment and loss at a minimum. 
• Maintain adequate quality standards 
• Find or develop competent suppliers (See Figure 2.1) 
• Standardise, where possible, the items bought 
  
 
 17
• Purchase required items and services at the lowest ultimate price 
• Improve the organization’s competitive position 
• Work harmoniously with other departments in the organization 
• Accomplish the purchasing objectives at the lowest possible level of administrative 
costs 
 
FIGURE 2.1 MOST IMPORTANT PURCHASING VARIABLES 
 
 
 
 
QUALITY 
                                 
 
                      
DELIVERY 
 
                 
 
 
 
 
 
 
SERVICE 
DELIVERY 
 AREA OF 
SUPPLIER 
SELECTION 
AND 
EVALUATION 
  PRICE 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Bloomberg et al., (2002, p. 23). 
 
Most international purchasers are undergoing one or more significant supply management 
initiative to try to achieve an impact because of pressures to accelerate savings and profits in 
the organization. For instance, they can take the opportunity of low-cost country sourcing, or 
change the profile of the supply base trying to drive supply excellence. This process might 
result in a supplier mix with different quality management systems, with different resources 
and skills, which creates a significant barrier to adoption and success of good practices.  
 
Although supply management encompasses many activities and functions, purchasing 
continues to be of prime importance (see Figure 2.1 and Table 2.2).  
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Table 2.2 Purchaser’s Main Variables Breakdown 
VARIABLE Sub variables 
PRICE Price of the materials 
Financing terms 
DELIVERY 
 
Reliability of delivery 
Total transit time 
 
QUALITY 
 
Overall supplier reputation 
Product reliability 
Technical specifications 
SERVICE 
Ease of operations or use 
Ease of maintenance 
Reliability of service 
Sales service 
Supplier flexibility 
Training offered 
Training time required 
Technical service offered 
Ordering convenience 
Source: Adapted from Bloomberg et al. (2002, p. 23). 
 
Strategic purchasing is becoming part of the extended enterprise in international supply chain 
management.  Supplier selection and evaluation are the most important phases of the 
purchasing process.  This phase requires that the purchasing firm estimates the consequent 
cost of selecting and using strategic suppliers. 
 
On-time delivery, quality, price/cost, reliability, after sales service, and long-term 
relationships are important features in evaluating supplier’s performance (Braglia & Petroni,  
2000).  Moreover, international purchasers will have to evaluate a wide range of issues not 
considered in domestic purchasing e.g. international economic climate, exchange rates, 
quality risks, as well as political, cultural, and legal aspects of foreign business practices 
(Lambert & Stock, 1993, p. 670).  
 
 
2.4 Marketing Orientation in the Supply Chain 
 
 
Cost reduction and technology are two key elements for international purchasers driving 
productivity and resource allocation. However, shareholder value and technology are not 
sufficient conditions to adopt, adapt and customise efficient and strategic purchasing 
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practices. Business and work are more than economic institutions for people. To create win-
win relationships with high-quality suppliers, purchasing management should have a human 
purpose with which employees, customers, suppliers and other stakeholders can identify 
(Doyle, 2000, p. 24). Accordingly, non-financial elements of business relationships, such as 
trust, can be the most cost-efficient form of control. A combination of collaborative and 
competitive techniques gives suppliers an opportunity to customize bids according to their 
strengths in a fair and open market (FreeMarkets, 2003b). Relationships are developed partly 
by sacrificing short-term profits in favour of building a collaborative working climate. It 
makes sense to talk of investing in “relationship capital”, an asset cementing the contract 
between firms, suppliers, and purchasers (Albach & Bloch, 2000). Relationship capital 
constitutes a non-financial nuance of marketing and it includes values as part of the universal 
concept of management.  
 
Transactional marketing and RM are inextricably intertwined in every industry as two ends of 
the same continuum. There is ample evidence that marketing orientation based on transactions 
involving single short-term exchanges has been highly beneficial for individual companies. 
As the business environment becomes more demanding and complex, the traditional 
marketing approach is a necessary, but no longer sufficient, condition for success.  
 
In supply chains, selling strategies are directed toward specific organizational customers and 
marketing effort should concentrate on relational factors, customization and quality rather 
than mass marketing promotion (Svensson, 2002). Accordingly, a RM approach is 
fundamental to SCM. A comprehensive definition states that: 
 
“… relationship marketing occurs when an organisation is engaged in proactively 
creating, developing and maintaining committed, interactive and profitable exchanges 
with selected customers or partners over time.” (Harker, 1999, p. 16).  
 
 
 A RM orientation supports a long-term relationship and thereby encourages repeat purchases 
in open organizational systems. The prominence of RM has been highlighted in 
manufacturing firms operating in industrial supply chains (Min & Mentzer, 2000; Yau, 
McFetridge, Chow, Lee, Sin, & Tse, 2000).  
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Synchronisation of processes within intricate SCM environments introduces the possibility of 
relationship-specific initiatives with a “lock-in” effect between the contact persons (sales 
executives and purchasing executives). However, research evidence suggests that one of the 
main barriers preventing the implementation of supply chain integration is the lack of 
collaborative relationship and joint decision making (Barrat & Oliveira, 2001). Accordingly, 
experience has shown that environmental uncertainty in the supply chain may drive the 
motivations for a relational orientation. Relationships influence the effectiveness of the supply 
chain insofar as each participant is aware of being a supplier as well as a customer (Naidu, 
Parvatiyar, Sheth, & Westgate, 1999; New, 1996; Svensson, 2002).  
 
 
2.5 Purchaser-Supplier Interface 
 
 
Companies frequently utilise purchasing managers and suppliers to embed the production and 
marketing programs with the firm’s cost management initiatives. Those who work within the 
purchaser-supplier interface on a more intimate level take the brunt of seemingly endless cost 
reduction programs. An example occurs when purchasers look to their supplier base so that 
they can continue to have advantageous long-term cost reductions through their suppliers. The 
result is an adversarial relationship between purchasers and suppliers, resulting in poor 
communication and lack of collaboration (De Toni, Nassimbeni, & Tonchia, 1994, Murphy, 
2001, p. 134). 
 
 By the same token, a RM orientation has not always been the prime concern for suppliers. An 
executive of a supplying company was quoted as saying:  
 
“…customers –mainly what I want is for them to give me money. However, I also 
want them to buy their next product from me. And so anything I do is aimed at those 
two factors.” (Carnegie, Butlin, Barrat, Turnbull, & Webber, 1993, p. 131). 
 
With such a historical relationship problem, the management of the purchaser-supplier 
interface is one that requires the input of both parties and a desire for change on both sides. 
Because of commercial realities, purchasers and suppliers may take an assertive approach to 
what the objectives of the business are. Both recognise that cost reduction is the ultimate goal. 
To this end, in spite of the scepticism regarding the message that SCM endeavours to present, 
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the SCM concept is seen to foster a drive to build strategic benefits. As a result, purchasing 
discussions are more interactive, with discussion on costing detailing not only “target costs” 
but also the way in which costs are developed, as opposed to a simple paper exercise of cost 
based analysis. While this approach potentially exposes any weaknesses, it is generally felt 
that the positives outweigh the negatives (Murphy, 2001, p. 93).  
 
As purchasing shifts from domestic sourcing to an international sourcing process, purchasing 
becomes a multifactor activity utilising multiple criteria in decision-making. To sustain 
mutually profitable relationships with foreign suppliers, purchasers have to employ cross-
functional teams through a range of transactional and relational contracting arrangements to 
initiate changes in supplier structure. Accordingly, the purchasing process involves different 
role perceptions, risk-taking attitudes and information requirements. In this context, matching 
purchaser-supplier relationships with organisational goals comes to the fore (Fung, 1999; 
Love & Gunasekaran, 1999).  
 
 
2.5.1 Research of the Purchaser-Supplier Interface 
 
 
Paradoxically, despite the congruence between marketing, quality management and supply 
chain management, there is scant research exploring synergies amongst these three areas.  A 
popular area of research has been the understanding of contextual variables involved in 
decision–making processes (Fawcet & Magnan, 2002; Santos & Escanciano, 2002).  
 
The following areas of research look promising: services procurement, supplier as a customer, 
cross-national rules, cross-cultural values, global sourcing, bonding with suppliers, supply 
experience curves, benefits of partnering, and cross functional customer-supplier teams 
(Sheth, 1996).  
 
There is no single paradigm of SCM. Moreover, SCM is constantly being defined and shaped 
by the intricacies of business practices. Thus, the dynamics of supply chain interfaces fosters 
systems thinking and continuous learning. It also provides an opportunity to use a broad 
spectrum of methodological approaches. These approaches are enhanced and strengthened by 
triangulating the results of research drawn from three core methodologies: quantitative (e.g. 
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analytical modelling), empirical, and qualitative research. The result is the development of 
abilities to envision several scenarios befitting the complexity of supply chain problems.  As 
different systems and disciplines integrate and overlap, conceptual complexity increases. 
Consequently, interfaces such as the purchaser-supplier interface are expected to provide rich 
pools of data for researchers.  
 
Few firms engaged in international business have well-defined or integrated cross-cultural 
strategies for purchasing, inventory management, and logistics. Cross-cultural research in 
those areas is yet to receive adequate attention to take better advantage of global opportunities 
(Babar  & Prasad, 1998).  
 
 
2.6 Traditional vs. Collaborative Negotiation Styles  
 
Joint efforts towards cost reduction constitute a key information exchange to progress to the 
optimisation of integrated supply chains. To avoid a history of distrust, working pressure and 
cooperation should be coupled with transparency in costing. Likewise, both purchasers and 
suppliers should be aware of the relevant parts of the cost structures of each other’s process 
and the implication for changes in one or the other (Lamming, 1993, p. 201). Figure 2.2b 
shows the progressive cost reductions achieved through collaboration as opposed to the 
traditional process of negotiation shown in Figure 2.2a. 
 
FIGURE 2.2A AN EXAMPLE OF THE TRADITIONAL PROCESS OF COST NEGOTIATION 
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The collaborative approach is achieved only when derived from accurate information on 
costs, which is only obtained through communication between accountants, manufacturing 
engineers, purchasers, and suppliers.  
 
FIGURE 2.2B THE PRINCIPLE OF PROGRESSIVE COST REDUCTION THROUGH 
COLLABORATION 
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Source: Adapted from Lamming (1993, p. 201). 
 
This concept is attractive to purchasers and in traditional terms threatening to suppliers, 
particularly if it is used to deliver ultimatums to the suppliers (Murphy, 2001, p. 96). Some 
agreement on sharing the benefits is required between purchasers and suppliers in order to 
make this technique work to its full extent. This is mirrored in Japanese industry (Lamming 
1993, p. 200) where the suppliers and assemblers show the financial reality of shared destiny 
(based on percentage of return on net assets). However, in many organizations the supply 
chain concept has not progressed to the ideal of profit/benefit sharing.   
 
Most companies simply pursue a first level of reward i.e., that suppliers stay in business and 
sell their products or services within an acceptable range of price to their customers. For 
instance, a survey conducted at the US National Association of Purchasing Management 
(NAPM) suggests that over 80 % of purchasing managers are not convinced of the importance 
of supply chain management with 20 % focusing on practices of price competition (Fawcet  & 
Magnan, 2002).  Furthermore, recent research at the Singaporean Institute of Purchasing & 
Materials Management suggests a high incidence of gate keeping behaviour in industrial 
buying. Purchasers, in their role of gatekeepers, often engage in information control that may 
  
 
 24
not necessarily have positive consequences. Environmental uncertainty has been found to be 
significantly related to information control behaviour on the part of organisational purchasers 
(Lau et al., 2003).  
 
 
2.7 The Role of Supply Chain Uncertainty  
 
Contemporary commercial environments are influenced by five main phenomena namely a) 
the societal resources on which the firms draw, b) the societal institutions that form the rules 
of the game, c) the actions of competitors and suppliers, d) the behaviour of consumers, and e) 
public policy decisions (Morgan & Hunt, 2002).  Customers, suppliers, and competitors are 
environmental factors usually assumed to be crucial as well as active external actors relevant 
to organisations (Gronhaug & Venkatesh, 1991). 
 
Competitive firms have to manage business environments with a projection of stable elements 
from the past (the linear component) linked with “discontinuous” or paradigm-changing 
elements (the non linear component). This approach involves creativity, intuition and 
relationships, along with the traditional rational approach of management. In contemporary 
complex business environments, only organisations focused on a combination of linear and 
non-linear influences can achieve their full potential (Hayness, 2000).  
 
The non-linear component in ever-changing global commercial environments becomes 
apparent in the form of uncertainty.  Van der Vorst and Beulens (2002, p. 413),   define 
supply chain uncertainty as:  
 
“…decision making situations in the supply chain in which the decision maker does 
not know definitely what to decide as he is indistinct about the objectives; lacks 
information about (or understanding of) the supply chain or its environment; lacks 
information processing capacities; is unable to accurately predict the impact of 
possible control actions on supply chain behaviour; or lacks effective control actions 
(non-controllability).”  
 
 
Based on network theory approaches, Overby & Min (2001) proposed a conceptual 
framework to manage international supply chains. As can be seen from Figure 2.3, 
internationalisation via a network orientation is influenced by a couple of factors.  
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FIGURE 2.3 A NETWORK THEORY–BASED FRAMEWORK TO EXPLAINING 
INTERNATIONALISATION 
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Source: Adapted from Overby & Min (2001, p. 400). 
 
The first component involves the type of Internet commerce approach adopted by an 
organisation and its international suppliers. Second, a number of environmental variables in 
the global market come into play. 
 
Purchasing, marketing and sales executives operate within organisational boundaries and 
within the ambiguity of uncertain environments. The international context imposes additional 
uncertainty regarding cultural distance and language (Akkermans et al., 1999; Overby & Min, 
2001; Turnbull, 1985), international volatility in terms of demand and technological changes 
(Overby & Min, 2001), time and quality based competition (Braglia & Petroni, 2000; 
McAdam & McCormack, 2001; Motwani, Youssef, Kathawala, & Futch, 1999; Tan et al., 
1999), supplier’s country risk (Fraering & Prasad, 1999; Overby & Min, 2001), and inventory 
management and logistics (Babar & Prasad, 1998).  
 
As environmental uncertainty increases, purchasers and suppliers become more dependent on 
the coping ability of the organization–environment interface. These conditions demand 
greater participation in decision making with external communication networks. International 
companies which cope best with uncertainty are most likely to deliver competitive bottom-
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line performances (Van der Vorst & Beulens, 2002). Scenario planning enables the 
simultaneous effect of uncertainties associated with multiple variables to be evaluated where 
each variable and its uncertainty may change under different circumstances (Morgan & Hunt, 
2002). 
 
In circumstances where international supply chains compete against other international supply 
chains, relationships become powerful enablers to reduce uncertainty and develop successful 
quality-driven interactions (Campbell, 1998a; Moore & Cunningham, 1999; Naidu et al., 
1999; Wong, 2002).  
 
 
2.8 Relationships Styles in the Purchaser- Supplier Interface 
 
 
In the traditional approach, it is always understood that purchasers are sufficiently “powerful” 
to be tough in terms of quality and cost demands. The purchasers keep bad news until the very 
end with an attitude of   “I’m sorry Charlie, we don’t have any more business for you because 
we have to go down this particular path”.  The supplier will completely understand the 
business decision and say if they were in the purchaser’s shoes they would have done exactly 
the same. However, had they known a lot earlier, they could have made different business 
decisions that would have had less impact on them.  Overall, suppliers are seen to have to 
fight off global competition on their own and unsupported (Murphy, 2001, p.137).   
 
In a collaborative approach, traditional short-term adversarial relationships are replaced by 
long-standing relationships to reduce uncertainty (Beverland, 2000), and suppliers will 
become increasingly involved in customer’s product design and development. A constructive 
attitude makes it necessary for purchasers to refrain from exerting pressure on price without 
considering all other aspects of the supplier contribution. Purchasers must, instead, participate 
in the design of pricing mechanisms that will encourage all parties to reduce costs while 
offering both sides opportunities for fair gains.  As a result, there will be an increase in 
information sharing and the purchasing of complete subsystems from suppliers. Exchange of 
supervisors and cross-functional teams will improve the purchaser-supplier interface and 
assist in identifying business opportunities and process gains (Dussauge & Garrette, 1999; 
Murphy, 2001, p. 96). 
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2.8.1 Bonding in the Supply Chain 
 
 
A purchaser-supplier relationship in the collaborative paradigm is built on a foundation of 
social and structural bonding. Bonds are the psychological, emotional, economic, or physical 
attachment in a relationship that are fostered by association and interaction and serve to bind 
parties together under relational exchange (Turner, 1970). Bonds between customers and 
suppliers are the cornerstones of relationship marketing. Social and structural bonding in 
business relationships contributes to the removal of doubt and the formation of long-term 
interactions. This process results in two parties, purchaser and suppliers, working together 
towards a common goal. The result is empathy and reciprocity, which allow seeing the 
situation from the other party’s perspective (Yau et al., 2000).  
 
Social bonds are positive interpersonal ties or linkages forged during interaction at work, 
which range from formal to informal contacts (Yau et al., 2000). They include the degree of 
personal friendship and liking shared by a buyer and seller, as well as liking of personal selves 
or identities through self-disclosure; closeness; providing support or advice; being empathetic 
and responsive; feelings of affiliation, attachment, or connectedness; and shared experiences 
(Turner, 1970; Wilson, 1995).  
 
Structural bonds are ties relating to the structure, governance, and institutionalisation of 
norms in a relationship. They provide formal structure to a business relationship; the norms or 
routines that informally govern interaction; and the organizational systems and technologies, 
such as electronic data interchange, that enable or facilitate interaction.  Structural bonds 
allow mutual adaptations and constitute economic and organisational investments which are 
difficult to recover when the relationship is unsuccessful (Rao & Perry, 2002). 
 
 
2.8.1.1 Social Bonding in Commercial Relationships 
 
 
Industrial customers value long-term relationship (Ganesan, 1994) but this attitude, in itself, 
does not guarantee a long and successful relationship.  Transaction costs related to 
relationships in business-to-business marketing include the cost of reaching an agreement 
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satisfactory to both parties, adapting the agreement to contingencies, and enforcing the terms 
of the agreement. Creating dependencies and locking-in partners guarantee, in principle, the 
longevity of relationships (Anderson & Weitz, 1992).  However, commercial dependency 
results in behaviour directed towards self-gains at the expense of the other party. Sooner or 
later, the highly dependent will resent it and seek to escape from its dependency. It is 
important therefore, to cultivate more than just a state of long-term dependence from partners 
(Morgan & Hunt, 1994).  
 
Social bonds constitute a promising tool with which to forge long-lasting relationships. Trust, 
commitment, equity, cooperation, and conflict management, are examples of social bonds 
widely mentioned in the literature of business partnering (Matthews et al., 2000). The role of 
social bonds appears to be increasingly relevant for SCM practitioners and researchers 
(Campbell, 1998a; Cox, 1999; McLaren, Head, & Yuan, 2002; Mehta, Larsen, Rosenbloom, 
Mazur, & Polsa, 2001; Perry, Cavaye, & Coote, 2002; Towers & Ashford, 2001). Moreover, 
there will always be an interrelationship between perception of quality by customers and 
creating, maintaining and enhancing the halo effect of productive customer-supplier 
relationships (Zineldin, 1999). Two of the aforementioned variables, cooperation and the state 
of conflict, along with other non-economic variables such as the power-dependence 
relationship, and the overall closeness or distance of the relationship have been termed the 
“atmosphere” of the relationship (Hakansson, 1982, p. 21). 
 
 
2.8.2 Trust 
 
Trust is a major discriminator between successful and less successful partnerships. Such trust 
enables partners to show their intentions, share their learning and supply commercially 
sensitive information. This is best exemplified by open book accounting that has been a 
feature of the automotive industry for a number of years (Leverick & Cooper, 1998).  
 
 
 According to the classical view, trust is a general expectancy that the word of an individual 
or organisation can be relied on (Rotter, 1967). Trust has also been defined in terms of 
“confidence”. Confidence on the part of the trusting party is reliable and has high integrity, 
which is associated with such qualities as consistency, competency, honesty, fairness, 
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responsibility, accountability, predictability, and dependability (Anderson & Narus, 1990; 
Dwyer & LaGace, 1986; Lamming & Hampson, 1996; Moore & Cunningham, 1999; 
Moorman, Zaltman, & Deshpande, 1992).  
 
The relevance of trust arises because economic transactions involve opportunistic behaviour, 
and trust can function as a lever for reducing the risk associated with partnering (Morgan & 
Hunt, 1994). Thereby, in some studies, perceived risk has been considered to be a dimension 
of trust (Mukherjee & Nath, 2003). 
 
In business relationships, the construct of trust comes primarily from personal trust rather than 
system trust (Eisenstadt & Roniger, 1984). Trust therefore becomes the fact that the partner 
will act consistently in accordance with expectations, and is willing to devote energy to 
sustaining the relationship. One of the partners is perceived by the other as possessing or 
controlling assets (e.g. resources, know-how) that the other partner values while remaining 
convinced that the possessor of these assets will continue sharing them in a mutually 
beneficial manner (Ganesan, 1994).   
 
For suppliers, trust means reliability in terms of quality and on time delivery whereas for 
customers, trust means reliability in terms of planning and keeping ordering commitments 
(Campbell, 1998a). Research findings suggest that trust precedes commitment and that both 
variables are key influential constructs in channel relationships (Morgan & Hunt, 1994). 
When many factors are simultaneously acting in concert, relational resources in the form of 
trust are considered “behavioural assets” in scenario planning related to environmental 
uncertainty (Morgan & Hunt, 1994). When extrapolation from linear historical developments 
does not “inform” the future of global business environments, the role of trust becomes 
increasingly important in constructing strategic commercial scenarios. Trust is needed 
whenever parties recognise the existence of any risks or uncertainty due to non-linear 
components of business environments. When trust exists, the exchange can be carried out 
more smoothly (So & Sculli, 2002). 
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2.8.3 Commitment  
 
Commitment is viewed as critical in the literature of organisational purchasing behaviour. 
Researchers have used commitment as the most common dependent variable in buyer-seller 
relationship studies (Wilson, 1995). 
 
Commitment is characterised by a long-term orientation because the ongoing relationship is 
so important as to warrant maximum effort to maintain it; that is, the committed party 
believes the relationship is worth working on to ensure that it endures indefinitely (Morgan & 
Hunt, 1994).  In this sense, commitment can exist only where the party giving the 
commitment considers a relationship to be important. 
 
Commitment, as well as trust, should not be seen as blind regard for the relationship implying 
naïve revelation of company secrets outside the relationship arrangement. Commitment and 
trust are dimensions of a business relationship that determine the degree to which each party 
feels they can rely on the integrity of the promise offered by the other.  Trust and commitment 
can only be earned and built on actions such as communication, adaptation, cooperation, 
shared values, and quality satisfaction (Zineldin & Jonsson, 2000). Three types of 
commitment emerge from the literature: calculative or continuance commitment, normative 
commitment, and affective commitment (Meyer, Allen, & Smith,  1993).  
 
Calculative or continuance commitment is grounded on cognitive and emotional antecedents. 
It is instrumental as the purchaser is forced to remain loyal as cost-benefit ratios or switching 
costs dictate. Business partners with a strong calculative or continuance commitment stay 
because they feel they have to. If supplier-purchaser relationships are substantial, they are not 
easy to change quickly and changes are likely to incur high costs both in disruption and in 
developing new relationships.  
 
Normative commitment is the perceived obligation to stay with the business partner. Partners 
with a strong normative commitment stay because they feel they ought to. This kind of 
commitment contributes to a dependence-based relationship rather than a dedication-based 
relationship. By contrast, partners with a strong affective commitment stay because they want 
to. Affective commitment, i.e. attachment to the firm, is the only kind of commitment 
influencing the degree to which a business partner wants to maintain a relationship with the 
  
 
 31
firm (Meyer et al., 1993). Affective commitment develops over time as partners become used 
to positive emotional responses, leading to a more and more secure sentiment in the 
relationship.  It relies on the enjoyment of a satisfying outcome or relationship (Zins, 2001).   
 
2.8.4 Equity  
 
 
Equity is a multidimensional construct that has been defined as a perceived fairness, rightness, 
or deservingness in relation to other entities, whether real or imaginary, individual or 
collective. Attributions of controllability and a process of social comparison drive equity 
perceptions. Each party compares their inputs and outcomes to one another. If the partner 
believes that the other commercial party has control over a delay, judgment of fairness and 
service quality are adversely affected. Partners from different cultures may have different 
temporal orientation and therefore different cultural time-related perceptions can affect 
perceptions of fairness (Berry, Seiders, & Grewal, 2002).   
 
Compensating for inequities can take many forms; however, compensation should be 
immediate, fair and mutually determined by both parties. Distributive fairness or transactional 
fairness refers to the way in which inputs and outputs are divided between business parties i.e. 
revenues in relation to past prices, competitor prices, and perceived costs such as time, 
quality, and effort. Tangible compensations such as discounts, refunds or free gifts are 
examples of distributive fairness (Bolton, Warlop, & Alba, 2003; Mattila, 2001; Weller, 
1995).  
 
Interactional fairness focuses on the manner in which the business partner is treated in terms 
of respect, politeness and dignity. An apology is an example of interactional fairness (De 
Ruyter & Wetzels, 2000). Procedural fairness represents the fairness of the process that leads 
to a certain outcome or is used to rectify a service failure, for example, change of company 
policies and speed with which complaints are handled (Mattila, 2001). Equity may be judged 
at the aggregate level of fairness in the business relationship. 
 
The restoration of fairness has been identified as a strategic issue to recover from failure in 
business relationships and regain partner’s confidence. A successful recovery, or “doing 
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things right the second time” (De Ruyter & Wetzels, 2000) may have a positive impact on 
customer satisfaction and future purchase intention.  
 
The appropriate recovery strategy should be varied depending on whether the customer feels 
annoyed or victimized. Annoyance refers to a minor feeling of irritation after service failure 
whereas victimization reflects a major feeling of loss or frustration. More substantial service 
recovery efforts are needed to correct victimization than annoyance. While service reliability 
is needed to develop long-term relationships, service recovery efforts are more of short-term 
importance (De Ruyter & Wetzels, 2000; Mattila, 2001).  
 
International environmental factors are often too substantial to allow accurate predictions 
concerning stability of supplier-purchaser relationships. Non-linear dynamics are involved 
and initial and ongoing conditions cannot be gauged with precision. Outcomes are likely to 
fluctuate widely and the level of friction will increase. Commercial partners want to remain 
flexible and consequently they show lower commitment. Perceived inequities lead to tension, 
dissatisfaction, poor work performance, and eventually to conflict. All these factors detract 
from providing quality performance in business relationships (Kumar, Scheer, & Steenkamp,  
1995). 
 
In uncertain scenarios, procedural fairness has relatively stronger effects in the restoration of 
relationship quality than distributive fairness. While procedural fairness requires greater effort 
and investment, for precisely these reasons enhancing this kind of equity may constitute the 
basis for a sustainable competitive advantage (Berry et al., 2002; Bolton et al., 2003; Kumar 
et al., 1995). Whereas Western managers consider fairness the most important value, Japanese 
managers think that sincerity takes precedence over all the other values (Herbig & Jacobs, 
1998). 
 
 
2.8.5 Conflict Management  
 
 
Channel relationships require purchasers and suppliers to manage a great deal of conflict. 
Revenue, equity and customer orientations can coexist but only if top management 
acknowledges potential conflicts and is prepared to commit resources to rectifying the 
problems. Nevertheless, high degrees of uncertainty related to international market 
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fluctuations, unclear roles, and differences in language and culture across supply chains, are 
likely to result in significant conflict (Katsikeas & Piercy, 1991; Wong, Tjosvold, Wong, &  
Liu, 1999).  
 
Conflict can be defined in terms of expressed disagreement or incompatibility between two or 
more parties. When one party is either interfering or obstructing the goal achievement of 
another party, stress and tension result (Anderson & Narus, 1990; Oetzel, 1998; Wong et al., 
1999).   
 
Developing constructive conflict management capabilities is a critical issue for supply chain 
management. Admittedly, up to a certain manageable level, it is not the conflict that is 
harmful but rather the style in which the conflict is managed. Previous studies indicate that 
there are three distinct styles of managing conflict: avoidance, cooperation, and competition 
(Wong et al., 1999).  
 
The avoiding conflict approach is the attempt to smooth over differences. It communicates the 
intention that issues should not be openly discussed and that superficial harmony should be 
maintained. Therefore discussion is minimized. The cooperative approach emphasizes mutual 
goals, high quality solutions and strengthens the partner’s confidence that they can seek joint 
benefit incorporating several positions to find a solution good for all involved in the conflict.   
In contrast, the competitive approach assumes that the conflict is a win-lose situation, and 
uses pressure and intimidation to impose resolutions that fragment relationships (Chen & 
Tjosvold, 2002; Wong et al., 1999).    
 
A cooperative approach to conflict management can develop distributive, procedural and 
interactive forms of equity as well as successful leadership, whereas competitive and 
avoidance styles decrease commitment in the business relationship (Chen & Tjosvold, 2002).  
For each conflict management style there are a number of tactics identified (Table 2.3). 
 
Previous studies have assumed that conflict avoidance is a main feature of the Confucian 
notion of harmony in Asian cultures (Chen & Pan, 1993).  However, other research shows 
that harmony, as the equivalent of conflict avoidance, is misattributed to classical 
Confucianism. It is, rather, a secular version associated with cultural collectivism; its goal is 
not that of seeking good relationships with others, but instead to either resist or preserve 
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power (Leung, Koch, & Lu, 2002; Wong, 2002). Oetzel (1998) found that individualism and 
collectivism are important predictors for initiating conflict in heterogeneous cultural groups.  
 
 
Table 2.3 An Overview of Approaches to Conflict Management 
Conflict 
Management Style Tactics 
 
Conflict Avoidance 
Disregarding, avoiding the issue/person, joking, silence, 
substituting problem solving for yielding and submissive 
emotion in order to protect harmony and social face so that 
others do not feel that their competence is questioned. 
 
Competitive Conflict 
Threatening, demanding, requesting, compliance, 
persuading, aggressive emotion, promoting goals of one at 
the expense of the other. 
 
 
 
Cooperative Conflict 
Disclosure, problem solving, urging cooperation, offering 
concessions, asking questions, exploring opposing views, 
demonstrating knowledge, integrating diverse views, 
reinterpretation of harmony as the end rather than a means 
for conflict solving, seeking to use the conflict to promote 
mutual goals and to resolve it for mutual benefit, 
emphasizing that goals are positively linked to the conflict. 
Source: Chen & Tjosvold (2002, p. 4) and Oetzel (1998, p. 208-209, 212). 
 
 
2.8.6 Cooperation  
 
Supply chain management, in its very essence, is about cooperation. Cooperation promises 
superior mutual outcomes or singular benefits with expected reciprocity over time (Anderson, 
Hakansson & Johanson, 1994). Previous empirical research has shown that cooperation is a 
process involving a continuous exchange of information about needs, problems, and emerging 
requirements as well as joint actions (Anderson & Narus, 1990). With suppliers, joint decision 
making is significantly correlated with communication (Campbell, 1998a). Cooperation is 
also regarded as an important driver leading to the Wa (harmony) approach in Japanese 
management (Herbig & Jacobs, 1998).  
 
Since cooperation rests on norms of behaviour that may be different in different countries and 
cultures, exploring cooperation in international supply chains can potentially reveal 
significant challenges that may not be faced in a domestic context. The drivers of 
interorganizational cooperation in the face of global turbulence has been summarized as 
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follows: risk sharing, resource pooling, utilizing relative advantages, increasing resource 
utilization, and reducing supply chain uncertainty (Kumar & Van Dissel, 1996).  
 
Extending beyond transactional relationships, partnership-style relationships motivate both 
parties to manage risk and uncertainty through cooperation, thereby allowing both parties to 
receive many of the benefits normally attained through vertical integration. Norms of 
exchange that underlie cooperative behaviours facilitate interorganisational transactions and 
decrease transaction costs. Economic value can be maximized by selecting partners who have 
a reputation for exhibiting cooperative and trusting behaviour (Moore & Cunningham, 1999).  
 
 
2.9 Effects of Culture on International Trade 
 
 
Cross-cultural aspects of business relationships may be unfamiliar territory for anyone 
underestimating the subtle yet powerful differences of the silent language of culture. In cross-
cultural trade many domestic rules may not apply because they may not be culturally 
acceptable to the other party.  Contextual, non-verbal cues play a significant role and 
sometimes relationships might grow out of deals or conversely, deals may originate from 
relationships (James & Sebenius, 2002). For example, Japanese and Chinese management 
styles stem largely from the respective national cultures. Communication emphasizes 
gesturing, intonation, and protocol. Both of their languages reflect relationships in vertical 
societies. Managers are not primarily individuals. Rather, they are members of a group. The 
influence of Confucianism values encourages treating others as one would like to be treated 
oneself.  This benevolence, however, does not extend as far as the Christian injunction to 
“love thy enemies” (Herbig & Jacobs, 1998). 
 
Negotiations with foreign suppliers might be run mostly top-down, or on the contrary, 
bargaining power can be more horizontally distributed. Furthermore commercial counterparts 
could feel more comfortable avoiding uncertainty in the negotiations. Notwithstanding, in 
some cultures, to be called straightforward and assertive is complimentary, whereas for some 
other cultures those same traits may indicate unnecessary aggressiveness, superficiality, and 
lack of confidence or insincerity (Babar & Prasad, 1998; Gulbro & Herbig, 1995; Hofstede, 
1983; Lagrosen, 2002). “Saving face” is an “interesting weakness” in Western cultures 
(Reischauer, 1962, cited in Leung & Yee-kwong Chan, 2003) but is a kind of “social 
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recognition” in Chinese relationship building (King, 1993, cited in Leung & Yee-kwong 
Chan, 2003). Thus, international SCM implies cultural assumptions influencing the view and 
practice of business relationships, quality management, the role of the negotiators’ leader, the 
focus on people, procedure and structure, and the preference towards either assertiveness or 
harmony in communication.  
 
 
 
2.9.1 Cultural Frameworks 
 
 
The framework developed by Trompennars (1995, p. 88) and Hofstede  (1983; 1993) have 
been found to be the most referred to and the  most used. Trompenaars (1995, p. 70-728, 88-
91) takes into account two dimensions in order to assess culture: Diffuse/Specific, and 
Affective/Neutral (Figure 2.4).  
 
FIGURE 2.4 REGIONAL CULTURE DIFFERENCES 
 
                                                         Affective 
                                    Latin, Arab                                                                          
                                  South America                  Spain  
                       South/Western Europe                 USA (West Coast)                                           
                       (e.g. Italy, France,                        Canada 
                                     India)   
    Diffuse                                                                                               Specific        
                          South and East Asia                USA (East Coast)                                                                             
                           (e.g. Thailand, Japan)             Scandinavia                                                                                      
                       East Africa (e.g. Egypt)              East Europe (e.g. 
                       Brazil, West Germany                Poland, East Germany)                                                                   
 
                                                           
                                                        Neutral 
Source:  Adapted from Mathews, Ueno, Kekale, Repka, Lopez and Silva (2001, p. 694) and 
Trompenaars (1995, p. 88). 
 
According to this scheme, specificity would mean factual, low context, definitive, and even 
tactless approaches in decisions and orders, as well as consistency of approach. You get 
straight to the neutral and objective aspects of the business. If the other remains interested 
then you get to know them to facilitate the deal (Trompenaars, 1995, p. 81). In contrast, 
diffuseness would mean indirect and even ambiguous management styles, tactfulness, and a 
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highly situational approach. The typical Japanese, French or Mexican diffuse strategy is “to 
circle around the stranger, getting to know him/her diffusely, and come down to the specific 
business only later, when relationships of trust have been established” (Trompenaars, 1995, p. 
81). Both approaches aim at saving time by detecting unsavoury aspects early on (in high 
context cultures) or by not wasting time getting to know a person who is not committed to the 
specifics of the deal (in low context cultures) (Trompenaars, 1995, p.81). Thereby, Japanese 
purchasing executives may reject Western imported products if the exporter emphasizes only 
the specific value of the product without regarding the context of the commercial relationship.  
 
The Affectiveness/Neutrality axis represents the nature of interactions. Moving towards the 
affectiveness end would promote an emotional approach that oppose or supports different 
opinions. Foreign suppliers (or customers) from neutrality-oriented nations are supposed to 
strive to consensus, to promote the acceptance of different between points of view (Mathews 
et al. 2001). Hofstede argue that people carry “mental programs” containing a component of 
national culture (Tables 2.4 and 2.5).  
 
Table 2.4 Hofstede’s Cultural Dimensions 
Dimension Definition 
Power distance 
The extent to which less powerful members of institutions and 
organizations within a country expect and accept that power is 
distributed unequally  
Individualism vs. 
Collectivism 
The extent to which persons primarily identify themselves as separate 
entities or rather as a part of a social and collective context. 
Masculinity vs. 
Femininity 
The extent of roles division between sexes to which people in a 
society put different emphasis on work goals, assertiveness, monetary 
gains and other material possessions, as opposed to caring for others 
and warm relationships. 
Uncertainty  
Avoidance 
The inability to tolerate uncertain or ambiguous situations. 
Individuals of countries with high uncertainty avoidance will feel 
uncomfortable with or threatened by unstructured or risky situations 
e.g. lack of consensus and /or security. 
Source: Hofstede (1997, pp. 28, 51, 82, 103, 111, 113). 
 
Hofstede (2001, pp. 500-502) defines four dimensions along with cultural values namely 
power distance, individualism/collectivism, masculinity/femininity, and uncertainty 
avoidance.  
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Table 2.5 Classification of Countries According to Hofstede’s Dimensions 
Dimension Countries 
High Power Distance Malaysia, Slovakia, Guatemala, Panama, Philipines, Rusia.  
Low Power Distance Austria, Israel, Denmark, New Zealand, Ireland, Sweden. 
High Individualism USA, Australia, UK, Canada, Netherlands, Hungary. 
High Collectivism Guatemala, Equador, Panama, Venezuel, Colombia, Indonesia. 
High Masculinity Slovakia, Japan, Hongary, Austria,  Venezuela, Italy, Switzerland 
High Femininity Sweden, Norway, Netherlands, Denmark, Costa Rica. 
High Uncertainty Avoidance Greece, Portugal, Guatemala, Uruguay, Malta, Russia, Belgium.  
Low Uncertainty Avoidance Singapore, Jamaica, Denmark, Sweden, Hong Kong/China.   
Source: Hofstede (2001, pp. 500-502). 
 
Some important implications for the workplace of the four dimensions are summarized in 
Table 2.6.  
 
Table 2.6 Important Implications of Cultural Dimensions in Management 
Small Power distance: 
Hierarchy in organizations means an 
inequality of roles, established for 
convenience. 
Decentralization is popular 
Subordinates expect to be consulted 
The ideal boss is a resourceful democrat 
Large power distance: 
Hierarchy in organizations reflects the 
existential inequality between higher-ups and 
lower-downs. 
Centralization is popular 
Subordinates expect to be told what to do 
The ideal boss is a benevolent autocrat or 
parental figure. 
Collectivist: 
Relationship employer-employee is perceived 
in moral terms, like a family link 
Management is management over groups 
Relationship prevails over task 
Individualist: 
Relationship employer-employee is a contract 
supposed to be based on mutual advantage 
Management is management over individuals 
Task prevails over relationship 
Feminine:  
Managers use intuition and strive for 
consensus 
Emphasis on equality, solidarity and 
atmosphere of work life 
Resolution of conflicts by compromise and 
negotiation 
Masculine: 
Managers expect to be decisive and assertive 
 
Stress on equity, competition among 
colleagues and performance 
Resolution of conflict by fighting them out 
Weak uncertainty avoidance: 
There should not be more rules than strictly 
necessary 
Tolerance of deviant and innovative ideas 
and behavior 
Motivation by achievement 
Strong uncertainty avoidance: 
Emotional need for rules, even if these will 
never work 
Suppression of deviant ideas and behavior, 
resistance to innovation 
Motivation by security 
Source: Hofstede (1997, pp. 37, 67, 96, 125). 
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Positive relationships between equity sensitivity and collectivism, femininity, power distance, 
and uncertainty avoidance have been found in USA. Positive correlations have been also 
found between equity and collectivism and femininity in Taiwan (Wheeler, 2002). 
 
One important finding in relation to cultural values and quality management is that one cannot 
think of cultural values as good or bad for the sound implementation of quality management. 
Both, Western and Asian companies can both excel in quality. Nevertheless, to be able to 
understand differences in QM in cross-cultural relationships with suppliers, one finally has to 
ask “what are my cultural values?” and “what are the foreign supplier’s values?” (Noronha, 
2002).  
 
 
2.10 Evolution of Quality towards the Supply Chain Management Concept 
 
Quality is central in developing sound business strategies. It stands alongside strategic 
direction, stakeholders concerns and innovation as a key element shaping the mission and 
vision of organizations. To attempt to develop a quality strategy before values, vision and 
mission are clearly understood is a mistake. As a result, the quality strategy would be resisted 
as some lofty rhetorical device, incongruous with people’s experience in the organisation, and 
irrelevant for the stakeholders (Key, 1999). Quality concepts have evolved widely during the 
last few decades. Quality development can be outlined as follows:  
 
FIGURE 2.5 EVOLUTION OF THE QUALITY CONCEPT 
Global Quality Management
Total Quality Management 
Total Quality Control 
Quality Assurance 
Process Control 
Quality Control 
Inspection 
 
 
 
The initial phase was reactive and involved Quality Control through product specifications 
and inspection records. The following phase was Quality Assurance. This phase involved 
stability, establishing systematic procedures for quality improvement. ISO 9000, quality 
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management and product reliability training are favourite tools of this stage of the evolution 
of quality.  
 
A subsequent phase called Total Quality Control emphasizes customer satisfaction and 
supplier involvement. Just in time, structured problem solving, cost of quality, quality 
improvement teams and a continuous improvement mindset are important concepts in this 
phase. Incremental improvement is a key goal to obtain market presence at this stage. The 
following phase is called Total Quality Management (TQM). It underlines the importance of 
attitude and behaviour and quality is seen as a “way of life”.  Cultural flip, quality 
management structures, customer based planning, design for manufacturing, quality function 
deployment, and simplification of processes are all means to develop market leadership within 
a TQM approach. The TQM philosophy aims to improve the effectiveness, flexibility and 
competitiveness of a business as a whole.  
 
Finally, the Global Quality Management phase aims to gain incremental competency. It 
comprises all TQM principles integrating across organizations’ boundaries with a global 
approach. It also views quality as a dynamic process of value creation respecting local 
characteristics (Bendell, 2000; Saad & Siha, 2000). A global approach to QM fits well within 
the international SCM concept.  
 
 
2.10.1 Early Contributions of Quality to Purchaser Supplier Relationships 
 
Quality is certainly a central concern for marketing, TQM and SCM as well as a major issue 
when it comes to evaluate suppliers. The quality construct was initially explained from a 
manufacturer-oriented perspective (Table 2.7). This approach describes quality from an 
objective standpoint, suggesting that it is a measurable attribute that can be compared to 
predetermined standards or specifications. Under this mindset, quality is about reliability (you 
know what you are going to get) and replicability on the one hand, or efficiency and 
prevention on the other hand.    
 
The development of the QM movement is based on the reasoning that quality is not just a 
matter of control and it has to be managed. Juran, Deming and Crosby are amongst the most 
important pioneers of the QM movement. However, their contributions have been criticized 
by Nwabueze (2001) who argued that the early quality gurus failed to provide the holism 
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demanded by contemporary organizations especially regarding basic assumptions of work 
involving power and resource distribution. 
 
Table 2.7 Early Quality Contributions to Supply Chain Management 
 Crosby (1979) Deming (1982) Juran (1974) 
Definition of 
quality 
 
 
 
Purchasing and 
goods received 
 
 
 
Vendor rating 
 
 
Single sourcing 
of supply 
Conformance to 
requirements. 
 
 
 
Supplier is extension 
of business; most 
faults due to 
purchasers themselves. 
 
Yes and buyer’s; 
quality audits useless. 
 
-------- 
A predictable degree of 
uniformity and dependability 
at low cost and suited to the 
market. 
 
Inspection too late; allows 
defects to enter system 
through acceptable; statistical 
evidence and control charts. 
 
No, critical of most systems. 
 
 
Yes 
 
Fitness for use. 
 
 
 
Problems are 
complex; carry out 
formal surveys. 
 
 
Yes, but help 
supplier improve. 
 
No, can neglect to 
sharpen 
competitive edge. 
Source: Adapted from Oakland (1989, pp. 292, 293)  
 
Nevertheless, Juran, Deming and Crosby ‘s contributions provided the foundations of 
contemporary quality thinking and SCM.  
 
 
2.10.2 The Systems View of Quality  
 
 
If we apply the “systems view” to quality we will realise that quality does not just happen. It 
is planned, designed, created and improved. Table 2.8 outlines the more common terms and 
corresponding definitions of the system’s view of quality. 
 
The system’s view propounds that quality is the actual output of a “systemic” process. 
Consequently, in order to create quality and manage quality, we must have a system. This is 
often referred as the QMS. Quality objectives are focused on meeting and exceeding customer 
expectations and requirements (required output), into the product bearing the ability to satisfy 
the requirements (actual output).   
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Resources within the QMS consist of people, material and information. Additionally, the 
organisation’s quality objectives should be stated in its mission, the company’s policy, and in 
the short/long-term goals. Moreover, a quality manual should describe the quality system by 
making references to quality system procedures.  These procedures, along with work 
instructions, describe the processes within the quality system (Karapetrovic & Willborn, 
1998).  
Table 2.8 “Systems View” of Quality Terminology 
Term Definition 
Process 
 
Procedure 
 
Product 
 
 
 
 
Customer 
 
 
Supplier 
 
 
Quality 
 
 
 
 
 
Quality management system 
 
 
Quality assurance 
 
 
Total quality management 
 
 
Quality cost 
 
Set of inter-related activities, which transform inputs into outputs. 
 
Document describing a process.  
 
Output of a process. A product may be tangible, in which case it is 
referred to as “material” and/or “hardware”, intangible, in which 
case it is referred to as “service” or “software”, or a combination 
thereof. 
 
Recipient of a product. In a contractual situation, customer may be 
referred to as the “purchaser”. 
 
Provider of a product. In a contractual situation, supplier may be 
referred to as the “contractor”.    
 
Totality of characteristics of a product that bear on its ability to 
satisfy needs. Characteristics may include, but are not limited to, 
the following: performance, usability, dependability, availability, 
reliability, maintainability, safety, compatibility, 
interchangeability, environmental aspects and aesthetics.  
 
Set of interdependent processes comprising quality planning, 
quality control and quality improvement. 
 
Process of providing confidence to customers and the requirements 
for quality to be met. 
 
Comprehensive quality management with special emphasis on the 
human resource management. 
 
Costs incurred by the quality system. They include the costs when 
quality is not achieved. 
Source: Karapetrovic and Willborn (1998, pp. 115-116). 
 
2.10.3 Moments of Truth within Quality Systems 
 
Systemic thinking involves the ability of supply chain partners to see connections between 
issues, events and information as a whole (Love & Gunasekaran, 1999). However, an 
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important critique of QMS is that performance systems are oriented to efficiency rather than 
customer satisfaction.  
 
Formal systems do not consider those “moments of truth”, which, in service quality, are part 
of a customer relationships orientation. Hence, the customer-based definition of quality within 
a QMS approach has been discussed widely.  
 
From a customer’s perspective, quality is recognized and identified by experience. Quality is 
considered to be innate excellence, satisfying consumers’ needs. Quality is what customers’ 
experience says it is. This intuitive definition approaches the view of quality as “satisfaction”.  
Quality differentiation occurs when positive quality is consistently created through adding 
value that the customer says is important. To keep customers in mind, a “moment of truth” 
analysis approach is proposed. For instance, if an organization’s selling proposition promises, 
“quality service with a smile”, the analysis would ask if, when meeting a supplier, customers 
(physically or metaphorically) get smiled at. A relationship approach to QMS propounds that 
QM is quality assurance of the whole range of moments of truth (Peters, 1999).   
 
A QMS approach to SCM means to move away from a confrontational model of supplier 
management towards a relationship model. Research findings show that relationships 
encourage systemic thinking in strategic partnerships by jointly agreeing goals and 
developing an environment of mutual and reflective learning (Love & Gunasekaran, 1999; 
Peters, 1999).  
 
2. 10.4 Cost of Quality  
 
 
Although a popular definition views quality as a price-based concept, products with different 
prices are usually manufactured by similar methods and at comparable costs (Getty & Getty, 
2003; Martinez-Lorente, Dewhurst, & Dale, 1998).  By the same token, competitiveness 
through improvement of quality requires enhancing product features at the same price. 
Nevertheless, the costs associated with poor quality performance are generally overlooked 
(Figure 2.6). Reducing quality lowers manufacturing costs and increases short-term profits 
but may erode long-run profitability. When added together, the costs of poor quality may 
make up as much as 15 to 30 % of all costs (DeFeo, 2001).   
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No matter what the project is, enhancing features as well as reducing the cost of poor quality 
will impact on the continuing financial success of an organisation. The reduction of quality 
costs must be a quality mindset (Clancy, 1998; DeFeo, 2001). To put it into perspective, we 
must think of the traditional cost of poor quality as the tip of an iceberg. As a company gains 
a broader definition of poor quality, the hidden portion of the iceberg becomes apparent.  
 
FIGURE 2.6 COSTS OF POOR QUALITY 
Visible Costs of Poor Quality 
(4-5 % of sales): 
Recalls 
Waste 
Rejects 
Rework 
Testing costs 
Inspection costs 
Customer returns 
Hidden Costs of Poor Quality 
(15-25 % of total cost) 
Planning delays 
Late paperwork 
Excess inventory 
Unused capacity 
Expediting costs 
Complaint handling 
Excessive overtime 
Overdue receivables 
Customer allowances 
Premium freight costs 
Pricing or billing errors 
Excessive system costs 
Excessive employee turnover 
Time with dissatisfied customers 
Incorrectly completed sales order 
Excessive field service expenses 
Development cost of failed product 
Lack of follow-up on current programs 
Source:  Adapted from DeFeo (2001, p. 32) 
 
The economics of quality should include collaboration from purchasers and suppliers working 
on quality projects with the greatest potential for identifying and reducing costs. The less the 
involvement of the professional purchaser in the decision making process, the higher the 
uncertainty surrounding the perception of supplier’s quality. The higher the uncertainty 
around the buying process, the higher the dependence on price as an external indicator of 
quality.  
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It is not surprising that a survey conducted at the US NAPM showed that quality level, service 
level, on-time delivery, quick response, and flexibility were rated more important than 
price/cost in evaluating suppliers (Tan, Lyman, & Wisner, 2002). 
 
2.11 ISO 9000 Certification  
 
 
The ISO 9000 series was established by the International Organization for Standardisation 
(ISO) in 1987 and revised in 1994 and 2000. ISO was founded in 1946 in Geneva to develop 
a common set of standards in manufacturing, trade, and communications. ISO is composed of 
the national standards institutes and organizations of countries all over the world, including 
the American National Standards Institute. The origin of ISO 9000 is some American military 
standards, e.g. MIL-Q-9858, and the NATO-standard AQAP-1 (Gustafsson, Klefsjo, 
Berggren, & Granfors-Wellemets, 2001). In particular the ISO 9000 standard reflected the 
British Standards Institution’s BS 5750 Series Quality Systems. 
 
ISO 9000 certification is a standard aiming at the assurance of quality consistency. It ensures 
that specific well-documented procedures are followed in the production of products or 
services.  In the last decade, ISO 9000 certification has been considered the most well known 
and most used standard for quality management systems with international recognition (Sila. 
& Ebrahimpour, 2002).  
 
Both organisational mission and vision constitute instruments that express the soul of the firm 
and indicate what the organisation stands for. Accordingly, a situation analysis evaluates the 
strategic position of the organisation’s objectives. One of the approaches to realise the 
company’s vision and mission is the use of ISO 9000 norms to certify the core activities of 
the firm. Performance indicators and critical success factors may include considerations of 
quality focused on statistical measurement and processes taking into account ISO 9000 norms 
(Rampersad, 2001; Wickman, 1997). 
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2.11.1 Stakeholders and the Accreditation Process 
 
QMS accreditation provided by ISO 9000 certification (Figure 2.7) can be described as part of 
a strategy with three groups of stakeholders: governments, industry and non-governmental 
organizations. Non-government organization can be industry organizations (trusted third party 
accreditation boards) or social organizations (groups of customers promoting client specific 
requirements). All of the stakeholders try to influence the viewpoints and actions of the others 
(Li & Love, 2000; Vertinsky & Zhou, 2000).  
 
It is evident that to give primacy to one stakeholder group over another invites regulatory 
intervention to forcibly restore balance. However, it seems that the quality certification 
process generates the necessary trust to appease potential   areas of conflict among 
stakeholders (Masternak & Kleiner, 1995; Poksinska, Dahlgaard, & Eklund, 2003).   
 
As long as the ISO 9000 certification system holds its credibility, it constitutes a defensive 
strategy against tighter government regulation and commercial actions by consumers and 
competitors, either in industrial or in end-consumer markets (Vertinsky & Zhou, 2000).     
 
 
FIGURE 2.7 ISO 9000 CERTIFICATION BASED ON A THIRD PARTY CERTIFICATION 
STRUCTURE 
ISO 9000 International 
Organization 
(Geneva)
Client Specific Quality
Requirements
Trusted Accreditation 
Board
Trusted Third Party
Certification Bodies
Registered Quality auditors
Consultants
Internal or External
The Client e.g. 
the supplier’s company
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2.11.2 Transition from ISO 9000: 1994 to ISO 9000: 2000 Standard  
 
The difficulty of progressing from compliance with ISO 9000:1994 certification was 
recognised by the ISO organization. Consequently, the standard was updated and the new 
norm was called ISO 9000:2000. The transition is illustrated in Figure 2.8 
 
The non relationship framework of ISO 9000:1994 certification was clearly palpable when 
some managers implemented the standard with the view that it was better not to identify 
employees by their name. It was assumed that just identifying the job function would be 
enough to obtain quality efficiency (Stavros, 1998).  
 
The revision to ISO 9000:1994 certification acknowledged the need of having a convergence 
of quality standards and quality models in the international quality community. The new ISO 
9000:2000 accreditation seeks mutually beneficial relationships with customers, employees, 
and suppliers. It is process and system oriented and underlines continual improvement and 
leadership (Laszlo, 2000). 
 
FIGURE 2.8 TRANSITION FROM ISO 9000:1994 TO ISO 9000:2000 
Quality
System
Con
t. im
pro
vem
ent
ISO 9000:
2000
•Flexible
•Process, not procedures based
•Stakeholders oriented
•Less technical
ISO 9000: 
1994
Plan Do
Act Check Cultural
Gap
Adapted from Mann & Voss (2000, p. 134), and Laszlo (2000, p. 337). 
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Some companies make a successful quality transition while others experience difficulty or 
failure. The actual appraisal of quality depends on   how well standards are implemented and 
the extent to which the customer views adherence to standards as indicative of quality (Sila  & 
Ebrahimpour, 2002). 
 
2.11.3 Reasons to Obtain ISO 9000 Certification 
 
Some firms consider that isolating the quality function around manufacturing is inappropriate 
and that incorporating quality within the marketing strategies of the business is of prime 
importance. In this sense the word ”quality” becomes a sort of a desired brand extension 
(Beattie & Sohal, 1999). 
 
The scheme underlying the ISO 9000 certification may contribute to marketing through 
corporate image building.  For some foreign suppliers the certification may be a necessary 
condition for market access, providing potential for international marketing differentiation.  
 
As markets globalise, the need for standardisation in organisational design, systems, and 
procedures increases (Harris & Moran, 1996). During the last decade QMS certification 
provided by ISO 9000 certification became almost a universal prerequisite of corporate 
customers for doing business with foreign suppliers. In some cases, it is recommended to 
resort to QMS certification as a quality credible label, particularly when exploring low-cost 
country sourcing. However, it has been suggested that ISO 9000 certification plays no role in 
micromarketing strategies (Braglia & Petroni, 2000; Skjoett-Larsen, 2000; Tan, Lyman, & 
Wisner, 2002).  
 
 2.12 Challenges and Opportunities Associated to Global Outsourcing 
 
The international purchasing executive is now managing a portfolio consisting of larger 
financial commitments to suppliers, which were previously run by other functional units 
internal to the firm. Low-cost country sourcing is one of the opportunities that most firms 
want to explore (Table 2.9).  
 
Low-cost country sourcing can provide total cost savings of 15 to 25 percent above the 
savings generated by sourcing from USA and Western Europe (Busch, Connel, & Jack, 
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2003a). The potential saving is significant. However, there are unique challenges, from 
cultural to quality and on-time delivery performance issues. Outsourcing companies usually 
have to spend considerable sums to make low-cost country sourcing work. The savings can be 
attributed mostly to the lower cost of both skilled and unskilled labour, as well as machinery 
and tooling in specific regions. 
Table 2.9 China’s Main Export Categories for Sourcing 
CHINA EXPORT HIGHLIGHTS 
Six mega regions with six distinct economies
• Yang-Tze Delta (Greatest Shanghai)  
• North Eastern Tristates,  
• Pearl River Delta,  
• Beijing and Tianjin Area 
• Shandong 
• Fujian 
 
Military equipment 
Airplane engine and Airplane 
Low voltage and Household appliances 
Steel and Iron 
Petrochemical products 
Semiconductors 
Telecommunication and transmission equipment 
Textile products, Shoes 
Power generation 
Electric motors, automotives  
Source: FreeMarkets (2003a, accessed 21 June 2004). 
 
In the current volatile global environment, exporter countries such as China, Malaysia, Korea, 
and India are all forecasting annual GDP (Gross Domestic Product) growth in excess of five 
percent in 2004  (Table 2.10).   
 
Table 2.10 India, Southeast Asia and Japan. Main Export Categories 
COUNTRY MAIN EXPORT CATEGORY 
India Textiles, metals and machinery, chemicals, petroleum refining, mining, IT & 
Telecom, agriculture products, Food processing, Pharmacy & Bio-Tech, 
Corporate Services 
Malaysia Electronics, Plastic and rubber 
Singapore Electronics 
Japan Semiconductors, PCB’s, Fabrication and automation 
South Korea Semiconductors, ship building, LCO and PCB 
Taiwan Semiconductors, PCB, PC assembly, textiles, computers 
Philippines Electronics, textiles, plastics, Services 
Indonesia Petroleum & Natural gas, textiles, Cement, chemicals, forest products, rubber, 
food. 
Source: FreeMarkets (2003a, accessed 21 June 2004) 
 
Even Taiwan and Singapore, not generally thought as low-cost country hubs, are expecting 
growth in the range of four percent. Central and Eastern Europe, Czech Republic, Slovakia, 
and Hungary are expecting GDP growth around three percent in 2004 (see Table 2.11) (Busch  
et al., 2003a).   
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China is now a direct global competitor for outsourcing. It takes up to 23 days to ship from 
China to USA but for some firms, this still qualifies for “just-in-time”. Physical proximity and 
business ownership are not always advantages. Although foreign companies can own 100 % 
of their business in Mexico, such ownership is not possible in China. 
 
Table 2.11 Central-Eastern Europe and Russia. Principal Export Categories.  
COUNTRY EXPORT CATEGORY 
Poland Machinery and transport equipment,  
Intermediate manufactured goods 
Czech Republic and Slovakia Machinery and transport equipment 
Intermediated manufactures 
Hungary Machinery and equipment 
Russia Raw materials, Steel 
Machinery and equipment 
Source: FreeMarkets (2003a, accessed 21 June 2004). 
However, Chinese wages are about one quarter of Mexican wages (Atkinson, 2003), and only 
5 % of Japan's and one-sixth of Malaysia's (Jiang & Prater, 2002). USA companies are now 
finding China more attractive than Mexico (Table 2.12), especially in the areas of textiles, 
garment, footwear, some electronics and some auto components (Atkinson, 2003) . 
 
Table 2.12. Latin America. Main Export Categories 
COUNTRY EXPORT CATEGORY 
Brazil Iron, Aluminium 
Coffee, Soy, Sugar, Oranges, Tobacco, Meat, Poultry 
Leather footwear 
Airplanes, Automobiles, Auto parts 
Wood pulp, Paper, Veneer, Plywood. 
Mexico Electric/electronic components, TVs, PCs, Telecom, 
Automobiles, automotives 
Metal stampings, Injection moulding, Casting, Machinery 
Textiles/apparel 
Food & beverages,  
Oil, Chemicals 
Source: FreeMarkets (2003a, accessed 21 June 2004). 
 Compared with Western nations, skilled labour in China and Thailand can cost between 50 to 
75 percent less. Unskilled labour can be as much as 95 percent cheaper. Manufacturing and 
tooling can cost between 30 to 50 percent less. Unfortunately, the advantages come with 
many challenges and building international sourcing can be a daunting task.  For example, in 
Asia, there are literally thousands of languages and dialects, more than 40 regional currencies, 
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more than 50 religions, more than 25 forms of government. Business environmental 
uncertainty includes entrenched positions and vertical integration of companies, lack of cost 
transparency, and corruption in certain markets. Government control issues, political 
instability, regional conflicts, and high tariff barriers are not rare. Uneven quality standards 
and quality measurement are current concerns.  Key disadvantages may be weak intellectual 
property controls, weak legal systems, and poor management skills, (especially accounting 
and quality management). Similarly, Eastern Europe, Central Europe, and Latin American 
countries present risks and challenges (Busch & Clouse, 2003; Busch et al., 2003a; Busch, 
Odell, & Jungling, 2003b). 
 
2.13 The Country of Origin Effect 
 
Since the mid-1960s it has been well documented that beliefs and attitudes to products and 
services are influenced by information about their country of origin. The COO effect is a 
multidimensional variable that changes over time and depends on the buyer’s expertise, 
gender, and education (Hong  & Wyer, 1989; Lin & Sternquist, 1994). COO effect can be 
defined as the extent to which country images influence consumers’ evaluations and 
purchasing behaviour with regard to products from that country (Schaefer, 1997).    
 
 
Table 2.13 Country Names and Associated Values or Qualifications 
COUNTRY ASSOCIATED VALUE 
England Heritage, class 
France Quality living, chic 
Italy Style, sexiness 
Germany Quality, reliability 
Switzerland Methodical precision, trustworthiness 
Sweden Cleanliness, efficiency 
Japan Advanced technology, manufacturing quality, miniaturization 
Brazil Samba, football, carnival, music, happiness, beaches, sex, adventure 
Australia Humorous, rough-and-ready, unselfconscious masculinity 
Source: Anholt (2000, pp. 24-26). 
 
A wide range of aspects have been studied in relation to the COO effect: category of product, 
perceived quality, on time delivery, workmanship, reliability, service, price, country of 
design, country of manufacturing, innovation and technology, risk, marketing practices, 
ethnocentrism, stereotyping, ethical behaviour, trust, culture, and political-economical climate 
(Al-Sulaiti & Baker, 1998; Gurhan-Canli & Durairaj, 2000). One attribute particularly 
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relevant to international marketing and purchasing is that the product’s country of origin –or 
the country that people believe the product comes from- has a marketing perception.  
Provenance is a powerful element in international marketing. A product’s country of origin 
behaves like the product’s parent company. Country names (Table 2.13) evoke certain values, 
quality, and emotional triggers in consumers’ about any product that comes from that country 
(Anholt, 2000).  
 
The case of Japan shows the dynamic evolution from a cheap to a high profile country’s 
reputation. Within three decades, Japanese products, formerly characterised by poor technical 
parameters, have become goods that embody the world’s top quality. However, only a few 
nations have clear, consistent, and universally understood country effects in international 
marketing (Jaffe & Nebenzahl, 2001). It is widely acknowledged that goods from some 
developed countries would automatically be afforded perceptual quality simply based upon 
their country of origin. However, some developing economies are now recognised as 
producing high specification products to a very high standard e.g. air space components from 
Brazil (Al-Sulaiti & Baker, 1998; Anholt, 2000).   
 
The COO effect is relatively unexplored within SCM scenarios (Quester et al., 2000). Most 
research has focused on end consumer studies where the only information provided is in 
relation to the product’s country (Clarke, Owens, & Ford, 2000; Saghafi & Puig, 1997). 
Hence, hasty generalizations of the COO effect observed with consumers to industrial 
purchasing may be detrimental to a better understanding of this variable. 
 
2.14 Conclusion  
 
The literature review presented in this chapter revealed that there are a number of factors 
involved in environmental uncertainty in international supply chains. Five factors were 
identified, namely: culture affinity, perception of supplier’s quality, social bonds, ISO 9000 
certification, and COO effect. The complexity of the interaction of these factors has not been 
studied in-depth. The current research is disproportionately focused on single cue models, i.e. 
a single variable is the only information supplied to respondents on which to base their 
evaluation. Nevertheless, the presence of these factors suggests the existence of a 
simultaneous interplay of variables. The likelihood of such interactions introduces the 
prospect of mechanisms producing patterns of response in the purchaser-supplier interface. 
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This leads to consideration of how purchasers deal with the complexity of uncertainty related 
factors. Chapter 3 presents the methodological foundations to investigate the nature of such 
interactions.  
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Chapter 3  
 
 
THEORETICAL FOUNDATION FOR METHODOLOGY AND 
METHOD 
 
 
3.1 Introduction 
 
The literature review revealed the existence of factors related to uncertainty in the 
international purchaser-supplier interface. It was also shown that supply chain environments 
involve complexity as well as interdependence. Complexity involves a situation composed of 
structures and their associated processes.  In complex environments, perceived structural 
patterns may exist as part of a structural differentiation. The nature of structures is necessarily 
linked to a plurality of relationships, forces, tendencies or patterns. It has been argued that 
marketing does not provide a substantive theory to help to explain, predict or model complex 
interactions between purchasers and suppliers (Robson & Rowe, 1997). Furthermore, the 
transactional marketing approach, which derives from microeconomic assumptions, may be 
inappropriate for international industrial markets (Easton, 1992, pp. 7). By the same token, it 
has been argued that SCM, logistics and purchasing are difficult to relate to a specific theory 
or research paradigm (Kotzab & Otto, 2004; Naslund, 2002). Consequently, purchasing 
literature is considered to be descriptive and atheoretical, mostly focusing on the automotive 
industry. Nevertheless, systems theory and the realism paradigm are sufficiently rich to enable 
researchers to explain the complexity of purchaser-supplier interactions (Healy & Perry, 
2000; Stentoft & Halldorsson, 2002; Sushil, 2002).  
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3.2 Realism as a Research Paradigm 
 
Part of realism thinking has found its way into positivism. The ontology of realism holds that 
social reality exists as strongly as the physical world (see Table 3.1). However, realism adopts 
the interpretive stance that there are fundamental differences between the natural and the 
social world. Realism considers that there is only one reality although different perceptions of 
it. Although reality is independent of researchers, it is only imperfectly and probabilistically 
apprehensible. Accordingly, perceptions are a window onto a reality beyond those 
perceptions. Realism accepts unobservables as knowables and permits a structuralized 
ontology. Theories have to be built, and confirmed and disconfirmed, before its 
generalisability to a population is tested (Blaikie, 1993, p. 192; Healy & Perry, 2000). Briefly, 
ontology is the reality that researchers investigate.  Epistemology is concerned with the 
relationship between the researcher and the researched (reality). Both concepts are very 
closely related (Blaikie, 1993, pp. 6,7).  
 
Table 3.1 Four Categories of Scientific Paradigms and their Elements 
  Scientific Paradigm  
Element Positivism Critical Theory Constructivism Realism 
 
 
Ontology 
A single reality is 
out there, 
governed by strict 
laws. Reality is 
objective and 
apprehensible. 
“Virtual” reality 
shaped by social, 
ethnic, economic, 
political, gender, 
and cultural 
values. 
Multiple local 
and specific 
constructed 
realities. 
A single reality, 
imperfectly and 
probabilistically 
apprehensible. 
Reality is reflected 
on perceptions.  
 
Epistemology Objectivist: 
findings true. 
Subjectivist: 
value mediated 
findings. 
Subjectivist: 
created findings. 
Modified 
objectivist: 
findings probably 
true. 
 
Common 
Methodology Experiment  
Verification of 
hypothesis, 
quantitative. 
Dialogic and 
Dialectical: 
researcher is a 
“transformative 
intellectual” who 
changes the 
social world 
within which 
participants live. 
Hermeneutical/ 
Dialectical: 
researcher is a 
“passionate 
participant” 
within the world 
being 
investigated. 
 Triangulation, a 
research approach 
employing more 
than one method of 
data collection and 
analysis. 
Source:  Guba & Lincoln (1994, p. 112), Healy & Perry (2000, p. 119) and Sarantakos, (1998, p. 40). 
 
The construction of an explanation for social and management phenomena involves a process 
of retroduction to find a solution for the research question. A retroductive strategy is used for 
generating hypothetical models of structures and mechanisms, which are assumed to produce 
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observed phenomena. The process involves secondary data as well as a disciplined scientific 
imagination. The reality of the hypothesised model is initially assumed but has to be 
empirically demonstrated. Once this has been achieved, the status of the hypothesised patterns 
and mechanisms is transformed from the “real” to the “actual”, and becomes the phenomenon 
to be explained (Blaikie, 1993, p. 169).  
 
The discovery of inaccessible mechanisms requires a combination of reason, imagination and 
the use of iconic models in which the inaccessible mechanism is represented by a real or 
imagined thing or process.  
 
Realism involves a process of description, explanation and redescription. Throughout this 
process, different layers of reality are continually exposed. Realism research is self reflective 
in as much as it is part of the totality it seeks to explain. Realism methodology emphasizes the 
building of theory but also incorporates prior theory. It also involves a blend of retroduction, 
induction and deduction (Bhaskar, 1975, p. 56; Bhaskar, 1979, p. 15; Blaikie, 1993, p. 159, 
160).  
 
 
3.3 Realism and Domains of Reality 
  
The realism paradigm proposes that experiences, events, and mechanisms or causal powers 
constitute overlapping domains of reality. As a way of breaking down the complexity of 
reality, realism proposes three domains: the empirical, the actual, and the real. Reality is 
constructed, managed, explained, and presented within their interactions (Blaikie, 1993, p.61; 
Sarantakos, 1998, p. 36). 
 
In the empirical domain, experiences may be obtained by direct observation. The actual 
domain is the one in which patterns of events occur, whether they are observed or not (see 
Table 3.2). The real domain consists of processes that generate events in which generative 
mechanisms exist, independently producing patterns of observable events, whether they are 
observed or not (Blaikie, 1993, p. 60). 
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Table 3.2 Domains of Reality 
 Domain of Empirical Domain of Actual Domain of Real 
Experience ?  ?  ?  
Events  ?  ?  
Mechanisms   ?  
Source: Blaikie (1993, p. 60) 
 
The essence of realism as a research paradigm suggests that although different on the surface, 
the perception of social reality in the researcher’s and respondents’ minds may be informed 
by common “instinctive” patterns of the human mind. The researcher is then enabled to use 
retroduction, secondary data, intuition, and insightful introspection to develop and propose a 
hypothetical model of the social phenomenon being studied.  Some foundations of the realism 
paradigm might be better explained under a Jungian perspective (Adams, 1997, p. 102). The 
Jungian perspective argues that just as the human body is the result of a long evolutionary 
history, so we would expect that mechanisms and patterns of human mind be the outcome of a 
long-term evolution. An immensely old psyche is the basis of our mind just as much as our 
body structure is based on general anatomical patterns of mammals. Experienced investigators 
can see the analogies between symbolic social patterns of modern man’s organisations and 
patterns produced by archaic remnants of the human mind (Andersen, 1999). Jung called such 
primitive remnants “primordial images” or “archetypes”. Archetypes are tendencies to form 
conscious representations of a motif. These representations can vary a great deal in detail 
without losing their basic pattern. Basic patterns or mechanisms underpinning these conscious 
representations are ancient “instinctive” trends of mind, similar to intuitive impulses 
informing human perceptions.  They are without known origin, even where transmission by 
direct descent or “cross-pollination” through migration must be ruled out.  
 
3.4 Realism and Causal Relationships 
 
The establishment of relationships is a step towards developing theories. A positivist 
approach emphasises that a number of conditions (Sarantakos, 1998, p. 11) should be met for 
a causal explanation or relationship to be defined, namely: 
• The one variable or event must explain the other. The cause is the variable that explains 
another one. The effect is the variable that is explained. 
  
 
 59
• The relationship must be established in terms of magnitude and consistency of the 
association. 
• Time order is very important. The assumed cause or independent variable appears before 
the changed occurs in the dependent variable. 
• Cause and effect must be contiguous, i.e. close together in both time and space. 
• The relationship must not be spurious (false). Association does not necessarily mean 
causality. A third unidentified variable might be involved. 
• A rationale must explain and/or justify the causal relationship between the variables 
studied.  
 
In realism, however, management reality is an open system as opposed to a laboratory. Causal 
relationships are regarded as powers or tendencies. Social reality is created and explained in 
interaction, composed of events and our experience or perceptions of them. Structures, 
mechanisms and powers are not directly observable. Hence, to understand reality, one cannot 
rely merely on sensory experience. Social and business reality is pre-interpreted and thereby 
produced and reproduced by the actors.  The discovery of observable or non-observable 
structures and mechanisms that underlie events and experiences is the goal of realism research 
(Dixon & Dogan, 2003).    
 
 
3.5 Criteria for Realism Research Methodology 
 
Easton (1992, p. 7, 17) points out that international marketing and industrial purchasing are 
constituted by interaction and interdependency between firms. Such a view introduces 
complexity, structuring tendencies, heterogeneity, and uncertainty. These characteristics are 
easy to describe, less easy to model. The interplay –economic exchange and non-economic 
relationships- is an essential and decisive part. What is of fundamental importance for this 
research methodology is that realism is concerned with inherent dynamic systems and 
processes as defined in terms of path and time dependence as well as uncertainty (Naslund, 
2002).   With this in mind, this section discusses theoretical criteria in order to develop a 
methodology to investigate environmental uncertainty surrounding the international-purchaser 
supplier interface.  According to Blaikie (1993, p.7), methodology is the analysis of how 
research should or does proceed. Methodology can also be seen as a framework providing 
guidelines about how research is done in the context of a research paradigm (Sarantakos, 
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1998, p. 33). Table 3.3 shows the methodological criteria developed for this research within 
the realism paradigm.  
 
Table 3.3 Criteria for Research Methodology within the Realism Paradigm 
Criteria Question to ask Strategy  used 
Ontological appropriateness 
(Healy & Perry, 2000) 
 
Is the research dealing 
with a complex social 
phenomenon (reality) 
involving reflective 
people? 
 
The research problem has different 
layers of reality. 
How do purchasers deal with 
uncertainty in the international 
Supplier- Purchaser interface? 
Why? 
Epistemological appropriateness 
(Blaikie, 1993, p. 203; Catterall, 
1998; Healy & Perry, 2000) 
Do the participant’s and 
researchers’ 
perceptions constitute 
different windows onto 
reality? 
Does the researcher 
interact with that being 
studied? 
Retroduction is used to develop a 
hypothetical model, which is 
assumed to be real. An explanatory 
survey is designed to collect 
multiple ranges of respondents’ 
empirical perceptions. Structural 
equation modelling tests the 
hypothetical model. The actual 
model is then explained. 
 
Contingent validity 
(Healy & Perry, 2000; Yin, 1994, 
p.13) 
 
Does the research deal 
with open fuzzy 
boundary systems 
involving generative 
mechanisms rather than 
universal cause-and-
effect laws?  
Interpretation of significance and 
meaning of actual findings within 
their context 
Methodological Trustworthiness 
(Healy & Perry, 2000; De Ruyter 
& Scholl, 1998; Sarantakos, 
1998, pp. 26, 27) 
Is the research 
auditable? 
Internal consistency method. 
Reliability of measures 
Systematic research 
Transparency and neutrality 
Analytic or “Exemplar” 
Generalization. 
(Healy & Perry, 2000; Blaikie, 
1993, p. 106; De Vaus, 1995, p. 
16; Sarantakos, 1998, p.154) 
Does the research result 
in developing 
understanding of 
structures and 
generative 
mechanisms? 
Sampling is geared towards 
essential, typical and theoretical 
important units.  
Theory building rather than theory 
testing. Analytical generalisation of 
findings concerning the actual 
model. 
Construct validity: 
Convergent and Discriminant 
validity 
(Healy & Perry, 2000; 
Holmes-Smith, 2003, pp. 8-1, 8-
3; Bollen, 1989, pp. 186-189). 
Are different measures 
of the same construct 
highly correlated? Are 
different measures of 
different constructs 
lowly correlated? 
Theoretically based 
operationalisation of constructs. 
Exploratory factor analysis. 
Confirmatory factor analysis. 
Note: Emphasis on Measurement 
 
Contingent validity refers to contingent generative mechanisms and their context.  (Healy & 
Perry, 2000). An important way of working out the meaning of observations is to look at them 
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in context. Cause-and-effect powers are not fixed because management events are fragile and 
contingent upon their environment. 
 
Methodological trustworthiness, that is, the extent to which the research can be audited, goes 
beyond the positivist concept of reliability. Reliability is the estimation of the degree to which 
a measurement is free of random or unstable error (Kinnear & Taylor, 1996, p. 232). In 
realism, however, reality is not regarded as discrete events that can be observed objectively by 
human senses. Therefore, trustworthiness includes insights developed within a consistent 
interdependence of the researcher and social and management mechanisms. 
 
These insights influence the selection and interpretation of measures that serve as elements of 
structures that are not directly observed. Transparency, neutrality and systematic operation in 
the research design are rated as more important than reliability in the sense of reproducibility. 
The researcher assumes an active role in constructing knowledge rather than passively 
discovering natural laws (Crotty, 1998, p. 44; De Ruyter & Scholl, 1998).  
 
Realism research is primarily concerned with empirical adequacy rather than testing the 
applicability of a theory to a population. After all, conceptual frameworks are contextual and 
changeable. However, realism researchers do not say that generalisation should not be done. 
Generalisation is highly valued although in a different way than in positivistic research. 
Sampling is guided by the principles of theoretical sampling. Consequently sampling is 
purposive, not based on probability theory and is geared towards essential, typical and 
theoretically important units. Findings can be interpreted as an “exemplar generalisation” or 
analytical generalisation (Healy & Perry, 2000; Sarantakos, 1998, p. 26).   
 
Construct validity refers to how well information about the constructs is measured in the 
research (Healy and Perry, 2000). Constructs are not directly observable variables but can be 
inferred from observable variables. Constructs can be defined with other constructs or 
concepts, in a similar way to that used in a dictionary. Conceptual definitions of constructs 
should identify the main features of constructs so that it is clearly differentiated from other 
constructs (Kinnear & Taylor, 1996, p. 229; Sarantakos, 1998, 9). Conceptual definitions 
direct the development of operational definitions of constructs. Operational definitions specify 
how a construct will be measured and define or give meaning to unobservable variables 
(Kinnear & Taylor, 1996, p. 230).   
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3.6 Selection of Methodological Approach  
 
Qualitative methodologies on the one hand, and quantitative methodology on the other, 
constitute the two extremes of methodological frameworks (Table 3.4). Several versions of 
methodologies have been proposed between those two extremes. An outline of the 
methodology used for this research is presented in Figure 3.1.  
 
Table 3.4 Essential Features of Qualitative and Quantitative Methodologies 
Feature Quantitative Methodology Qualitative Methodology 
Social reality Objective, tangible, single Subjective, a construct 
Cause/effect Nomothetic: Cause-effect Non deterministic 
Axiology Value free, value neutral Value aware, value bound 
Purpose To explain social life To understand social life 
Approach to theory Theory testing Theory building 
Research process Predetermined Influenced by research(ed)  
Sampling Random, probabilistic Theoretical sampling 
Priority focuses on Studying differences Studying similarities 
Scope of study Particularistic, analysis Holistic, synthesis 
Data analysis Reductive Explicative 
Measurement level High Low 
Source: Adapted from Blaikie, (1993, pp. 156-159) and Sarantakos (1998, pp. 26, 27, 54, 55). 
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A hybrid methodology was required to address the research questions of this study. A number 
of factors account for this decision. First, the research cannot be done experimentally for 
practical reasons. Second, the research problem deals with complexity and patterns of 
response to it. Third, the research does not fit neatly into theory testing or theory construction. 
There is an ongoing interaction between the two approaches.  On the one hand, realism 
research involves qualitative considerations on the subjective nature of different layers of the 
system studied as well as value awareness from the part of the researcher. On the other hand, 
a qualitative methodology can be optimised with a quantitative approach through construct 
operationalisation, as well as measuring deterministic relationships using parametric 
hypotheses.  Data gathered from non-probability samples can be analysed by means of 
techniques of statistical inference, producing empirical generalisations within an iterative 
process that refines and tests research ideas. The features germane to this study are shown in 
the shadowed zones of Table 3.4.   
 
 
3.7 Criteria for Selection of Methodology and Method. 
  
Research methods are techniques or procedures used to gather and analyse data (Blaikie, 
1993, p.7). Methods are a-theoretical and a-methodological i.e. independent of methodology. 
Different methodologies can employ the same methods. Alternatively, same methodologies 
can use different methods (Sarantakos, 1998, p. 34). Adversarial comparisons of qualitative 
methodologies as opposed to quantitative methods tend to limit possibilities for research 
(Catterall, 1998). Surveys, software, and numerical manipulation of qualitative data can 
provide valuable insights (see Figure 3.2). Whatever the research methodology we engage in, 
it is possible to use measuring and counting at the level of method (Caterall, 1998). The 
selection of methods is based on the purpose and structure of the research, as well as on data 
collection and analysis. It is not the primary nature of the method that determines its 
affiliation with one research paradigm or methodology. Rather, it is its theoretical framework 
and its role within the research design (Sarantakos, 1998, pp. 33,34). In this study, the 
selection of method to examine the research hypotheses is based on an approach of survey and 
structural equation modelling. SEM has been reported to be an appropriate survey analysis 
technique to attempt analytical generalisation within the realism paradigm (Healy & Perry, 
2000). Data collection to answer the research question involved both secondary data (Journal 
articles) and primary empirical data. 
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FIGURE 3.2 A REPRESENTATIVE RANGE OF METHODS AND THEIR RELATED RESEARCH 
PARADIGMS 
 
 
                       Methodology                                                        Paradigm 
 
                          Grounded Theory                                                  CONSTRUCTIVISM 
                                     
                                     In-depth interviewing, focus groups                             
                                            (with an interviewer protocol)                                REALISM  
Theory-                 
building                                        Instrumental case research                         REALISM 
Research:                                              
Emphasis on                                              Survey and structural                    
Meaning                                                           equation modelling                 REALISM    
                                                                                
                                                                                          Survey and other 
                                                                                                 multivariate 
                                                                                                       techniques     POSITIVISM 
 
                       
                                       Theory-testing Research: Emphasis on Measurement 
Source: Healy and Perry (2000, p.121). 
 
 
3.8 Collection of Secondary Data and Model Development 
 
In order to investigate how purchasers deal with uncertain factors in the international supply 
chain it was necessary to start by developing a conceptual clarification of the variables 
studied. The review of secondary data located, identified and conceptualised five conceptual 
variables or constructs. The complexity of environmental uncertainty was addressed by 
devising a set of hypothetical patterns between these factors. The challenge was: how do we 
get ideas of interactions between the variables identified within an abstract level of 
complexity? This is a theory building stage and there is a real role for creative imagination. 
There is no ideal solution. Nevertheless, a number of helpful resources and approaches 
deserved to be explored. This involved classifying secondary data into meaningful categories 
or variables, locating the commonality between variables, researcher’s experience, 
retroduction, insightful intuition, and organised reflective thinking. Of course, when 
developing an explanatory framework based on a mixture of theory, experience, and intuition, 
the researcher brings commitments and values to the hypothesised model. The hypotheses, 
however, constitute an informed   guide for the research, by offering direction and structure, 
and by avoiding peripheral issues (Bollen, 1989, pp. 11, 181). The hypothesised patterns also 
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provided a modular or block-building approach to address the complexity embedded in the 
supplier-purchaser interface. Accordingly, the hypothetical patterns and mechanisms need to 
be tested.  
 
3.9 Sampling Criteria 
  
Generalisation is seen as an important research outcome but is not based on statistical theory 
in this case. Instead, the choice of respondents was geared towards a representative sampling 
framework, with typical theoretical sampling units. The self-selected participants responded 
to a mail survey. Purchasing managers buying from foreign suppliers were considered typical 
representatives of the actors involved in the phenomena being studied. What this study claims 
is that findings can be interpreted beyond the sample’s perspective. Thus, the findings are 
seen as a group of cases of purchasing management constituting examples of an “exemplar 
generalisation” or “analytical generalisation” (Sarantakos, 1998, p. 154) aiming at theory 
building rather than theory testing. 
 
Most studies using SEM in the literature reported a sample size between 100 and 200 
respondents. Samples close to 200 respondents are strongly recommended. The consequences 
of using smaller samples include more convergence failures (the software cannot reach a 
satisfactory solution), improper solutions (including negative error variance estimates for 
measured variables), and lowered accuracy of parameter estimates and, in particular, standard 
errors. SEM program standard errors are computed under the assumption of large sample 
sizes.  While very large samples lead to a very high level of confidence, the statistical theory 
is not final in establishing what “large” means in SEM (Holmes-Smith, 2003).  The general 
recommendation is thus to obtain more data whenever possible.  
 
 
3.10 Collection of Empirical Data  
 
An explanatory study was undertaken to collect data and compare the proposed theoretical 
relationships with the empirical relationships. The emphasis of explanatory studies is on 
studying and explaining relationships between variables.  The outcome of such studies is to 
advance knowledge about the structure, process and nature of social events to build, test, or 
revise theory (Saunders, Lewis, & Thornhill, 2000; Williamson, 2000, p. 98). Accordingly, 
the data collection involved the design of an explanatory (or analytical survey) attempting to 
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explore “how” and “why”, to explore hypothetical interrelationships of uncertainty variables 
within the purchaser-supplier interface.  The conceptual model identified five constructs 
germane to that interface. The next step was to translate abstract variables into measurable 
indicators. The continuum of values each indicator can assume was identified. Nominal, 
ordinal and intervals scales were used to assign scores representing the degree of presence or 
absence of the concept or variable. The variables may include many dimensions and contexts. 
Dimensions are the different aspects of the variable deserving special consideration. Contexts 
refer to areas in which the variable can be measured (De Vaus, 1995, p. 50).  
 
The dimensions of the indicators were selected and adapted from studies involving research in 
similar areas and contexts.  There are well established and tested scales that could be used for 
this research. However, it was necessary to update or reword the indicators by means of a 
pilot study in order to fit the particular language of the purchasing executives.  
 
It is acknowledged that surveys cannot adequately establish causal connections between 
variables. They should not be interpreted without looking at the context in which they occur. 
Therefore, theory and interpretation are fundamental to well-conceived survey research and 
analysis. Some surveys are unnecessarily statistical and sterile.   However, the logic of 
statistical analysis and the role of creative thinking are of great benefit for qualitative analysis 
(De Vaus, 1995, p. 8).  
 
 
 3.11 Data Analysis Approach  
 
The proposed pattern model presents the advantages of linking the research with the existing 
body of knowledge and provides an initial qualitative analytical framework (Blaikie, 1993, p. 
164, 165).  The pattern model is composed of testable propositions or hypotheses that mirror 
relationships in the empirical domain of reality.   
 
The initial analytical stage involved the identification of the variables within the empirical 
raw data, as well as their relationships.  Purchased products were classified according to the 
Australian and New Zealand Standard Industrial Classification (ANZSIC) categories (ABS, 
Catalogue 1301.0, International merchandise trade). This data analysis stage involved the 
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software SPSS (Statistical Package for Social Sciences). An exploratory factor analysis (EFA) 
was undertaken in order to unearth the latent factors based on item loadings.  
 
Before testing the hypotheses and evaluating the full structural model, it was critical to test 
the validity of constructs. With that aim, the software AMOSTM 4.0 was used to conduct 
confirmatory factor analysis (CFA) and structural equation modelling. SEM is a statistical 
methodology that takes a hypothesis testing (i.e. confirmatory) approach to the multivariate 
analysis (Byrne, 2001, pp. 57-97).  Advantages of SEM are enumerated next (Healy and 
Perry, 2000; Byrne, 2001, pp. 3-14). First, SEM allows for confirmatory factor analysis and 
discriminant validity of constructs. Second, it enables modelling structures with complex 
interdependencies. Third, it allows for multi-item scales and measurement errors. Fourth, it 
incorporates both unobserved variables (i.e. latent variables or constructs) and observed 
variables (measurements or indicators of the underlying constructs).  Successful confirmation 
of the model can be assumed to be analogous to those cognitive structures, which produce the 
patterns of perceptions of participants (Blaikie, 1993, p. 176). However, it is unreasonable to 
expect a structural model to fit perfectly. The world is unlikely to be linear. Indeed, true 
relations between variables are probably non linear.  
 
The real question is not “does the model fit perfectly? It is rather “does it fit well enough to be 
a useful approximation to reality, and a reasonable explanation of the trends of the data?” It 
was acknowledged that SEM does not establish or test causation (which would require control 
and manipulation of variables to observe effects). What SEM does is to provide a 
parsimonious explanation of a set of correlations (Byrne, 2001, p. 82). 
 
All goodness-of-fit measures are some function of sample size and degrees of freedom. Model 
complexity is also taking into account. By fitting enough parameters data can be perfectly 
explained but the resulting model is as complex as the data itself. The more parsimonious the 
model (in terms of estimating as few parameters as possible), the more likely is that it could 
be generalised to the population ( Holmes-Smith, 2003, p. 5-5).   
 
The analytical phase was not a mechanical one at all. It involved trial and error, puzzlement 
and creativity, as pointed out by De Vaus  (1995, p.10). Theory was revisited at different 
stages to make sense of the results. In the discussion of results, the characteristics of the study 
allowed analytic generalisation, or exemplar generalisation.   
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The findings were interpreted through a reference to its symbolic or social context, as opposed 
to universal rules. In doing so, it was worth trying to understand the purchasers’ point of 
view.  The combination of quantitative and qualitative data and data analysis in this research 
was seen as a choice between two radically different alternatives (Figure 3.3). The integration 
of the two approaches offered the opportunity of constructing a research design that optimised 
the advantages of the two methodologies. The concept of “triangulation” captures the 
deliberate idea of using more than one perspective of social and management reality (Mangan, 
Lalwani, & Gardner, 2004).  Thereby, qualitative data become “hardened” into quantitative 
data (Sarantakos, 1998, p. 53).  
 
 
3.12 Ethical Considerations 
 
 
A number of efforts were made to ensure ethical behaviour during the research process, 
particularly to protect the identity of organisations and individuals involved. From this 
perspective, during the research process it was ensured that:   
• The potential participants were informed about the nature of the research and the use of 
the research outcome.  
• Each respondent was given the option to turn down participating in the research.  
• The participants were given the opportunity of replying without providing personal 
information.  
• Anonymity and confidentiality were guaranteed for those who chose to disclose personal 
information.  
• Participants were assured that no misrepresentation or distortion would be done in 
reporting the data collected.  
• Results would be published in the Australian Institute of Purchasing and Materials 
Management (AIPMM) Journal in order to inform the participants the outcome of the 
study.  
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FIGURE 3.3 ANALYTICAL DIAGRAM OF RESEARCH METHODOLOGY 
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3.13 Conclusion 
 
 
The methodological framework delineated in this chapter deals with the complexity of 
uncertainty factors in the international purchaser-supplier interface.  Accordingly, the 
theoretical foundations put forward have endeavoured to establish a research plan for 
investigating the complexity of the interaction of five variables in the purchaser supplier 
interface.  Directly observed patterns and variables are not involved in the research question 
allowing the adoption of the realism paradigm and structural equation modelling. The process 
has been as detailed and transparent as possible to ensure that data collection, data analysis, 
and results reported in the next chapters can be regarded as reliable and valid. Based on the 
theoretical relationships found in the literature, Chapter 4 presents the model development 
between the variables studied. 
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Chapter 4 
 
 
 MODEL DEVELOPMENT 
 
 
4.1 Introduction  
 
 
 
Most managers, purchasing managers and executives devote a great deal of time and effort to 
reducing complexity in their work. Global uncertainty in the SCM environment is making 
purchasing decisions more complex. Complexity is a hallmark of global business and, 
consequently, it has a substantial role in international procurement. Dealing with complexity 
and uncertainty is inevitable in global purchasing. 
 
Management has many conventions, practices and other devices that help to simplify things 
for purchasing managers. The traditional way of coping with complexity is carving up the 
procurement process into sub processes e.g. departments, sections, purchasing cases and so 
on. Many issues arise when traditional management practices do not work, the devices break 
down and unexpected uncertainty emerges. Needless to say overlooking uncertainty can be a 
dismal experience. The scope of environmental uncertainty in the purchaser-supplier interface 
is broad. However, uncertainty underlies both beneficial and harmful effects in global 
procurement situations. 
 
Chapter 2 presented an overview of sometimes competing theories involved in the 
identification of environmental uncertainty factors germane to the purchaser-supplier 
interface. The objective of this chapter is to build a theoretically driven model based on 
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hypothetical relationships between those factors. The variables involved are immersed in the 
complexity of global supply chains. The discussion of issues regarding the variables is 
presented as it informs the development of hypotheses investigating patterns arising from 
their interactions.  
 
  
4.2 Criteria for Model Development  
 
 
Models assist us in thinking about the context and scope of processes involved in 
management problems (Karr, 1991). A common misconception is that models are intended to 
be a faithful representation of reality. However, modelling is not an end-point. It may be more 
useful to think of a model as a set of hypotheses or a problem-solving tool, a purposeful 
representation of reality (Hornung & Adilova, 1997). An advantage of modelling is that it 
provides a heuristic device to expand our considerations across traditional discipline 
boundaries. The construction of models may facilitate communication between researchers 
across different disciplines, as well as with and between, managers, customers, suppliers, and 
other stakeholders. Model conceptualisation linked to empirical research allows future 
research to progress under an integrated and closely defined framework. It has been suggested 
that modelling plays a critical role in learning processes (Spicer, 1998).  
 
From a tactical perspective, the factors considered in the model are measured to determine if 
and how they interact with the target population. From a strategic perspective, modelling is a 
way of formalising our thinking about the management system of interest. Model construction 
can start top-down or bottom-up. Each model is one of a number of possible models that 
could be, and are, used in a particular context. The model’s function is contingent and 
contextual (Johnson-Laird, 1985; O'Loughlin & McFadzean, 1999). 
 
The motivation to develop a model results from the explanatory perspective of this research. 
The proposed model is an explanatory model. It offers insight into the interplay of forces, 
relationships and patterns between the major process points or variables of the system being 
studied. The model proposed in this chapter is not intended to represent all the possibilities, 
but to describe a set of simultaneous purchasing situations existing at the purchaser-supplier 
interface. Despite the complexity of that interface, it is suggested that the initial modelling 
approach be a simplified one (Starfield, 1997). It is not necessary to show all of the variables 
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and connections but rather to show which minimal number of connections, that we can 
measure, may be used as a surrogate for the whole systems in the model (Vincent-Wayne, 
1998). The model focuses on the schematic of the process so that all variables together seem 
to make sense. Thereby, the nature of the proposed model allows one to examine and test 
preconceived notions about underlying relationships. Although the primary goal is not to 
construct a predictive tool, it is worth saying that the explanatory power of the model gives 
one confidence in the long-term efficacy of the model’s predictive ability (Baumann & Groth, 
1996). 
 
 
4.3 Selection of Variables 
 
Practical and conceptual reasons prompt us to optimise the number of variables and 
relationships studied in the model (Bollen, 1989, p.72). On the one hand, adding variables 
improves the fit of a model. On the other hand, the inclusion of extra variables to achieve 
better fit will make the model less robust and less stable over different segments of the 
population. The variables selected may be associated with or correlated with each other. Prior 
examination of the research literature, models proposed by others, and intuition contributed to 
determining whether there was a basis to suggest interrelationships between those variables. 
Hence, the task of selecting variables was based on the compatibility between the research 
objectives and the interrelationships identified among variables. As a result, the proposed 
model depicts five key structural components or constructs namely: commercial relationship, 
culture affinity, supplier’s quality perceptions, ISO 9000 certification, and COO effect. 
 
4.3.1 Culture Affinity and Relationships in International Supply Chains 
 
 
Culture affinity is an influential determinant of the way cross-cultural interactions can 
develop. Culture affinity has been defined as the degree to which customs and communication 
relating to language, business, culture, and legal environment, resemble the usual way of 
doing business in the home culture (Conway & Swift, 2000; Phillips, Calantone, & Lee, 
1994).  
 
Language is probably the closest element of culture and when defining culture the debate is 
focused on whether culture influences language or vice versa. Some trainers of international 
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executives already stress that it may be more productive to see culture as a facet of language. 
Evidence suggests that the one cannot be achieved without the other and that cross-cultural 
training in business could be more effective when conducted in tandem with foreign language 
programs (Swift, 2002). Nevertheless, the importance of the language-culture dichotomy in 
influencing purchaser–supplier interactions appears to have been overlooked by both 
practitioners and researchers (Swift, 1999).   
 
The general lack of foreign language skills within the international business community is 
arguably masking another issue: namely, that executives often have little understanding of the 
cultural environment within which they are attempting to do business in various parts of the 
world (Conway & Swift, 2000). Some foreign suppliers may have particularly low labour 
costs, and many attractive attributes allowing the purchasers to deal with international 
volatility. However, communication costs associated with cultural and linguistic distance may 
make commercial relationships non-viable when attempting to trade directly. For instance, the 
Chinese people do not easily reveal their true feelings to other people. Western business 
executives have to be insightful in the listening of common Chinese sayings such as “read the 
tea leaves” which can be interpreted as “read the hints, body language and the speaker’s tone 
of voice” (Pitta, Fung, & Isberg, 1999). The principal effect of the resulting lack of culture 
affinity is a decline in trust, which in turn, raises information costs. Consequently, the impact 
of perceived cultural distance increases uncertainty in international purchaser-supplier 
relationships (Popp, 2000; Swift, 1999).  
 
The element of communication related to culture affinity is of greatest relevance when dealing 
with foreign customers or suppliers as cooperation and coordination depend on effective 
communication. For instance, while some Western firms may want a contract, Japanese 
companies may want a relationship and Chinese business executives may want guanxi that is, 
to build up a network of connections. In the Chinese high context culture, the signing of the 
contract is the first step of the commercial relationship (Gulbro & Herbig, 1995; Jiang & 
Prater, 2002).  A Swedish manager would prefer to confront issues directly, whereas a Swiss 
manager would shun open disagreement. The Swedish may think the Swiss is not completely 
frank or that s/he doesn’t know exactly where s/he stands. Similarly, “self-evident trusts” 
regarding American business practices such as outspokenness, frankness and trade puffery 
may create problems for American companies in China (Pitta et al., 1999). Hence, cultural 
differences may paralyse communication within the commercial relationship.  The greater the 
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cultural gap, the higher the degree of perceived uncertainty between international purchasers 
and suppliers (Harris & Moran, 1996; Lin & Germain, 1998). 
 
Culture affinity has been found to be critical in the pre-selection and initial stages of the 
buyer-seller interaction. The pre-selection stage is the market-scanning phase of 
internationalisation, during which potential markets are identified through secondary sources. 
The initial contact stage starts when the relationship is beginning to develop, and executives 
start to experience cross-cultural interactions. For instance, during the first business meeting 
Middle East managers do not conduct business but use the time to become acquainted and 
build trust. However, Western managers use more impersonal styles of starting business 
(Harris & Moran, 1996).  
 
We can refer to Hofstede’s dimensions to expand our understanding of the influence of 
culture into cross-cultural commercial relationships. Purchasing managers and suppliers from 
individualist cultures (e.g. Australia, USA, UK) are expected to be action-oriented and 
product- or task-oriented, rather than relationship-oriented and role-oriented. Similarly, 
purchasers or suppliers from high-femininity countries (e.g. Sweden, Norway, Thailand) are 
expected to be cooperative and team oriented as opposed to the more competitive 
performance approach in high-masculinity countries (e.g. Germany, Austria, Japan) 
(Hofstede, 1983; 1993). Implications of the impact of differences in cultural dimensions have 
been found by research using the culture traits of Hofstede.  One example is that national 
cultural differences between US and Germany influence the engagement in strategic 
partnership (Abdou & Kliche, 2004).  
 
Purchasing technical skills are central to purchasing managers, especially if the relationship is 
going to be strictly commercial. However, cultural fit and personal chemistry are important 
and collaborative relationships with suppliers can become a company’s very best competitive 
asset.  The lack of understanding of the relevance of culture affinity may place a company at a 
competitive disadvantage. Reflecting these arguments, the following hypothesis is tested: 
 
H1a. Culture Affinity is a positive determinant of social bonds with foreign suppliers. 
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4.3.2 Influence of Culture Affinity on Quality Perceptions 
   
The literature indicates that it is not sufficient to attempt to understand and measure the effect 
of culture affinity within purchaser and supplier relationships. It is also important to measure 
the impact that culture affinity has on the everyday operations and working at the interfaces of 
the supply chain. For example, research using structural equations found that culture affinity 
has a significant influence on technology acceptance through perceived ease of adoption 
(Phillips et al., 1994).  
 
An important concern in cross-cultural business experiences is the relationship between 
quality and cultural values. Quality management, quality service, and quality issues are 
understood and viewed differently in international markets. Such differences in quality 
perspectives invite the study of the interactions between cultural values, and quality climate in 
quality management systems. Research results indicate that national culture does have a 
significant influence on the company’s quality climate (Lagrosen, 2003; Noronha, 2002). 
However, with corporate customers judging the totality of their experiences with foreign 
suppliers, the distinction between product quality and service quality is becoming increasingly 
blurred. Cultural values influence organisational values, which in turn formulate the operative 
codes in quality assessment and performance. Within this context, culture affinity may be an 
effective communication tool in understanding the origin of similar perceptions of quality 
(Noronha, 2002; Thirkell & Dau, 1998).   
 
Working with different quality and cultural approaches might be difficult, yet critical, to 
competitiveness in the international purchaser-supplier interface. Quality and quality 
management are two artefacts that are either promoted or refused based on cultural 
assumptions. For instance, mistakes made by international purchasers or suppliers because of 
language or intercultural incompetence may undermine successful customization (Harris & 
Moran, 1996). 
 
Choosing among a number of foreign suppliers calls for choosing among different cultural 
approaches to quality and quality management (Kekale & Kekale, 1995; Mathews et al., 
2001). The selection might call for a clash between two totally different sets of assumptions, 
i.e. the supplier’s and the purchaser’s quality cultures. For managers from different countries, 
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some values should be easier to embrace and some should be more difficult to adopt in the 
interaction between foreign purchasers and suppliers.   
 
It has been suggested that domestic quality designs established in western countries will 
probably not suit Middle-East or Asian countries due to cultural differences (Tan, 2002). For 
example, open management styles, delegated responsibility and training and education 
programs, are closer to the “diffuse” end of the diffuse-specific axis described by 
Trompenaars (1995, pp. 89-91) for regional cultural differences. Systematic measurement, 
time based management, and setting standards of performance are specific and fact based. 
Within the affectiveness/neutrality axis, one would anticipate that affectiveness-oriented 
foreign suppliers promote or resist customer’s quality management approaches more strongly 
than the neutral-oriented foreign suppliers (or nations) (Mathews, 2001). 
 
From another perspective, research evidence suggests that uncertainty avoidance and power 
distance, two of the four Hofstede’s cultural dimensions, have explanatory power for the 
differences in quality management approaches across countries (Mathews et al., 2001).  
According to this, culture affinity has a key role when deciding how easy the chosen quality 
management tool is to implement, and how good a performance the supplier’s organization 
gets from the chosen quality approach. Other interrelationships between the Hofstede’s 
individualism/collectivism dimension and quality management are yet to be studied.  
 
A research gap of cultural influences on quality perceptions and quality management systems 
is becoming more and more evident. It is suggested that investigation of these interactions 
may be achieved using structural equation modelling (Noronha, 2002; Prasad & Tata, 2003).  
 
The literature discussed above suggests that culture affinity within the international purchaser-
supplier interface may influence the perceptions of foreign supplier’s quality. Therefore, the 
following hypothesis is tested 
 
H1b. Culture Affinity is a positive determinant of customer’s perception of foreign 
supplier’s quality. 
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4.3.3 Purchaser-Supplier Relationships and Quality Perceptions  
 
Strategic purchasing is a disciplined process aimed at reducing total acquisition cost while 
improving quality. Suppliers play a key role in achieving high quality. The best return on 
investment in relationships is that purchasers are enabled to know the capabilities of their 
suppliers, their industry, their competitors, their cost drivers, their margins and their 
capabilities. Once a supplier realizes that the purchaser understands them, most negotiation 
posturing and game playing are eliminated. Real quality issues and problem solving will be 
accelerated.  This is a powerful asset for the purchaser. The supplier will be more committed, 
even impressed, and the competition cautious (DePaoli, 2004).  
 
Joint effort towards quality improvement and cost reduction constitute a key information 
exchange to progress to the optimisation of integrated supply chains. The essence of quality in 
business-to-business markets consists of building in quality right from the start of the 
customer-supplier relationship. Quality is a continuous unending process, not a product. This 
characteristic of quality is reflected in research findings showing that quality dimensions such 
as design, performance, and   customer satisfaction operate through relationships and social 
bonding (Eriksson, Majkgard, & Sharma, 1999; Fynes & Voss, 2002; Kruger, 1998; So & 
Sculli, 2002; Zineldin, 1999).  
 
Moreover, in an investigation of the TQM research published from 1989 to 2000 it was found 
that customer satisfaction with regard to quality was the most important concern, whereas 
technical factors related to continuous improvement and quality information and performance 
ranked 5th and 6th (Sila & Ebrahimpour, 2002).  
 
In the supply chain, social bonding has been reported to be part of the industrial purchasing 
evaluation criteria leading to improving quality with suppliers. In industrial markets, it is very 
difficult, if not impossible, to differentiate suppliers based solely on price and product. The 
initial purchase price/product is only one element of the total cost. For instance, some 
products are easier to work with than others and can save production costs. Materials of 
higher quality may require fewer fabrication processes resulting in time and cost savings. The 
benefits of closer coordination on quality matters between purchaser and supplier are 
significant. Both the purchaser and the supplier teams must work together to determine the 
correct quality level. Engineers and quality control people may visit a supplier’s plant 
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frequently. Thereby, quality issues are identified before they become major problems Most 
companies, however, are reluctant to incorporate the TQM principles along the supply chain 
(Brookshaw & Terziovski, 1997; Lambert & Stock, 1993, 459; Skjoett-Larsen, 2000; Wong, 
2002; Zins, 2001).  
 
A strengthened supplier-customer relationship will reduce uncertainty and sustain the 
company’s performance by providing assistance, team working and problem solving for 
quality with a customer orientation. This will develop a strategic purchasing advantage over 
competitors in relation to suppliers in alignment with a quality management cross-boundaries 
strategy (Brookshaw & Terziovski, 1997). In the international and industrial purchasing 
process, quality is no longer solely correlated with price and product. Thus, the following 
hypothesis is tested: 
 
H2a. Social bonds are positive determinants of   customer’s perception of foreign 
supplier’s quality 
 
 
4.3.4 Influence of ISO 9000 Certification on Purchaser’s Quality Perceptions 
 
One broadly used criterion for screening suppliers is ISO 9000 series certification. Purchasing 
falls under ISO 9001:2000. However, neither registration nor certification guarantee quality, 
but they are usually accepted as a sign of quality. Certification does not ensure quality 
although it guarantees consistency.  For instance, if a supplier produces an automotive 
component with an inherent defect, each component will have the same defect. It is assumed 
that following the same process will allow process improvement, eventually leading to better 
quality (Bloomberg et al., 2002, p. 21).  
 
The impact of quality and QMS certification in the international trade arena depends on 
credibility. What is credible, however, varies depending on the market and the targeted 
market segment of the certification message. Purchasers in national cultures (e.g. Japan) that 
respect authority may show preferences for officially sanctioned certification. In Europe, 
governments enjoy less authority. As a result, non-government organizations and 
environmental groups’ endorsement of a certification system lend it credibility with 
consumers (Vertinsky & Zhou, 2000).  
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QMS certification and quality awards taking place in different countries may have different 
outcomes reflecting the differences in institutional structures, economic conditions and 
distribution of power. In the UK, Finland and Sweden, companies seem to have less pressure 
from industrial customers to impose the standards whereas in India the emphasis on ISO 
certification appears undiminished (Dalrymple, Bottomley, Bushan, & Mietenen, 1999; 
Poksinska, Dahlgaard, & Antoni, 2002). In Australia, research findings warn against forcing 
companies to seek quality certification (Jones, Guenter, & Kustin, 1997; Parratt & Holian, 
1999). Dutch companies indicate that ISO certified companies are not necessarily better 
suppliers than firms without it (Singels, Ruel, & Van de Water, 2001). It has also been argued 
that the ISO system may constitute a trade barrier because of the costs and acceptability of 
conformity assessment testing (WTO, 1998).  
 
The organisation’s quality framework is usually chosen according to the country or region of 
the firm, e.g. European organisations tend to choose the European Quality Award or its 
national derivatives (like the UK Quality Award). These are the most appropriate models for 
direct comparisons and benchmarking with other European companies (Ho, 1999).  
 
The scope of the European Quality Award (EQA), the Malcolm Baldrige Quality award 
(MBQA), and the Japan’s Deming Prize is broader than that of ISO 9000. In addition to the 
quality assurance system provided by ISO 9000 certification, quality awards focus on quality 
improvement, customer care and self-assessment. 
 
Certification credentials look good, and, certainly, there is less room for error when selecting 
ISO 9000 certified foreign suppliers. However, given the critical role of quality, further 
survey research is encouraged to study the extent to which corporate customers view 
adherence to ISO 9000 certification as indicative of quality (Sila & Ebrahimpour, 2002).  
Accordingly, the following hypothesis is tested: 
 
H2b. ISO 9000 certification is a positive determinant of customer’s perception of foreign 
supplier’s quality. 
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4.3.5 Influence of Culture Affinity on the Country of Origin effect  
 
International purchasers may experience some uncertainty when making decisions involving 
trade-off with suppliers from foreign countries. The greater the cultural differences between 
purchaser and supplier, the more likely a purchaser is to have this uncertainty (O'Shaughnessy 
& O'Shaughnessy, 2000). Risk can be associated with the supplier’s country due to 
differences in culturally sensitive aspects, as well as socio-economic, political, and 
technological concerns (Abdou & Kliche, 2004). Evidence suggests that the country of origin 
has a substantial effect on the likelihood of purchasing, sometimes with effects that are strong 
or stronger than those of brand, name, price, or quality (Ahmed & d'Astous, 1995; Watson  & 
Wright, 2000).  
 
The issue of COO effect has been studied between suppliers and consumers of different 
nationalities. When the nationalities did not match, the supplier was at a disadvantage. This 
effect has been observed in services (Cutler, Javalgi, & Winans, 2001), as well as in products 
(Ahmed & d'Astous, 1995) coming from foreign countries, with country of design and 
country of assembly the most important variables.  
 
Culture in business environments is often perceived as being too vague and therefore ignored. 
However, in culture lies the foundation to successfully meet external business environments. 
Lack of adaptation to alien cultural environments exposes organizations to communication 
breakdowns, loss of effectiveness, and sometimes complete failure (Abdou & Kliche, 2004, 
Hofstede, 2001, p. 424). The COO effect can be triggered by affective and symbolic 
mechanisms reflecting mental representations of cross-cultural business. These mechanisms 
would operate like schemas (abstract representations of knowledge) to enable the processing 
of information from foreign suppliers. Hall and Hall (1990, pp. 6, 10, 13, 22) emphasised four 
types of cultural assumptions: space (personal vs. physical); time (monochronic vs. 
polychronic); comunication (high context vs. low context); and information flow. Direct 
contact (for example through visits), provides the opportunity for first hand experience with 
the country and may help purchasers to reconsider some of the positive or negative 
stereotypes surrounding the supplier’s country (Balabanis, Mueller, & Melewar, 2002). Bar-
Tal, (1997) suggested that language fluency is the carrier and transmitter of country of origin 
perceptions. Language fluency enables access to first-hand information about the business 
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partner’s country through books, newspapers, films, etc. Hence, being familiar with the 
supplier’s language may result in objective evaluations of the supplier’s country. 
 
Hofstede’s cultural dimensions afford some explanation of the varying importance placed 
upon business practices by specific national cultures. A study conducted in Australia, France, 
Germany, USA, Hong Kong, and the Netherlands, revealed that France and Hong Kong, two 
countries strongly differentiated by the power distance dimension, gave less importance to 
respecting business ethical norms (Scarlett, 1999). Moreover, countries more strongly risk 
averse (France, Germany and the Netherlands) gave more emphasis to continuity of the 
business. The finding suggests a significant correlation between uncertainty avoidance and the 
goal of continuity of the business (Scarlett, 1999). Research conducted in Japan and USA 
(Gurhan-Canli & Durairaj, 2000),  and in Turkey and the Czech republic with Germany as the 
COO to be evaluated (Balabanis, et al., 2002),  suggests that the country’s cultural principles 
of individualism and collectivism explain the COO effect. Similarly, studies conducted with 
consumers from Korea, USA, Italy, Germany, Singapore, and New Zealand indicate that 
ethnocentrism and culture affinity influence global openness and purchasing behaviour (Suh 
& Kwon, 2002; Watson & Wright, 2000). 
 
Overall, there is scant research on how culture, as a multidimensional construct, is related to 
the COO effect, which in turn is not a single dimensional variable. Empirical evidence 
suggests that culture affinity is an important factor in determining beliefs about and attitudes 
towards foreign products and services, thereby defying the notion of unified effects of 
globalisation of trade between countries (Balabanis et al., 2002). However, it has been 
suggested that the COO effect vary across cultures depending on the diverse cultural patterns 
present in different countries (Gurhan-Canli & Durairaj, 2000).  Thus, the following 
hypothesis is tested 
 
H3a. Culture Affinity is a positive determinant of the COO effect. 
 
4.3.6 Country of Origin Effect and Quality Perceptions 
 
Most published studies agree that the COO effect on quality perceptions is detectable. 
However, its magnitude and the mechanism of influence vary across countries, samples and 
products. In international sourcing, the COO effect may be a surrogate variable in purchaser’s 
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quality perceptions. On the one hand, purchasers may resort to the COO effect when they 
either have ambiguous information about the supplier or are unfamiliar with the product (halo 
effect). On the other hand, if they are familiar with the supplier and/or the product, they may 
encapsulate their beliefs about the competitive quality advantage with the comparative 
industrial advantages of their country (summary of attributes effect) (Frear, Alguire, & 
Meltcalf, 1995; Han, 1990; Hong & Wyer, 1989).   
 
The country-quality connection is no longer considered as a single-dimension concept. Three 
dimensions of the COO effect, namely “country of assembly” (COA),  “country of design” 
(COD) and  “country of manufacture” (COM), have been found to affect purchaser’s 
perceptions of quality. A product may be designed in one country and manufactured and 
assembled in another country (or countries). COA is the country where the most important 
assembly occurred (Durant, 1996). COM is the country where final production takes place 
whereas COD is the country in which a key part of the entire finished product is designed 
(Nebenzahl, Jaffe, & Lampert, 1997). There is merit in identifying these three sub dimensions 
of the COO effect. It is known that they produce a country stereotyping effect associated with 
perceptions of overall quality. The patterns are not consistent and countries do not necessarily 
show a higher ranking for all quality indicators (Thakor & Lavack, 2003). An important body 
of research supports COA, COM and COD as cues to perceived risk in the quality of foreign 
products. A cue is defined as all informational stimuli available to the consumer before 
consumption (Monroe & Krishnan, 1985). Cues can be intrinsic (e.g. taste), or extrinsic (e.g. 
price, brand, COO effect). When intrinsic cues are missing or cannot easily be assessed, 
customers tend to rely more on extrinsic cues such as images or information associated with 
brands and countries (Rao & Monroe, 1989). 
 
A study conducted in North America showed that congruent associations between COM and 
the supplier’s company name, information or brands led to a more positive product or supplier 
evaluation. For example, for low equity brands or vague information about suppliers, the 
effect of negative COM information on quality evaluation is as predicted by the halo effect. 
The overall information produces devastating effects. For high equity brands or positive 
information about suppliers, the negative effects of COM information is as predicted by the 
attribute model and tends to be less devastating (Hui & Zhou, 2003).   
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Research evidence suggests that the assumed difference between COD and COA in quality 
perceptions is not apparent for Australian and New Zealand purchasers (Durant, 1996; Dzever 
& Quester, 1999). Conversely, a study conducted in Canada suggests that newly 
industrialized countries are consistently better evaluated as COA than as COD in overall 
quality perceptions. For instance, industrial purchasers are more willing to buy a product 
assembled in Mexico, provided it is designed in a developed country (Ahmed & d'Astous, 
1995; Tan, Lee, & Lim, 2001). Other research, using three products (high involvement, 
medium involvement, and low involvement), found that, in Australia, the influence of COA is 
stronger than COD in evaluation of quality perceptions. Interestingly, brand and price were 
not considered as important as COA in this study.  (Acharya & Elliot, 2001). The implication 
of the findings is that COA, COM, and COD may influence quality perceptions but their 
effects are neither uniform nor universal. This suggests a hierarchy of the effects of these sub-
dimensions of the COO effect when interacting with other variables and different product 
categories (Ahmed, Johnson, & Chee-Boon, 2004; Thakor & Lavack, 2003). Suggested 
mechanisms of COO effect on subjective quality evaluation are illustrated in Table 4.1. 
 
Another dimension of the COO effect influencing quality is the level of economic and 
industrial development of the country. Products from industrialized countries generally 
receive more positive evaluations than those from developing or newly industrializing 
countries, since advanced nations are judged to produce goods with greater integrity and 
quality (Al-Sulaiti & Baker, 1998; Chinen, Jun, & Hampton, 2000; Quester et al., 2000). 
Accordingly, the following hypothesis is tested: 
 
H3b. The COO effect is a positive determinant of customer’s perception of foreign 
supplier’s quality. 
 
Table 4.1 Effect of the Country of Origin in Subjective Quality Evaluations 
COO effect as a Signal 
Customers have prior perceptions of the general quality of 
products from a particular country. They use these 
perceptions to infer the ratings of other product cues e.g. 
quality and reliability (Hong & Wyer, 1989). 
COO effect as an 
Independent Cue 
Customers used it along with other cues for product 
evaluation (Hong & Wyer, 1989; Li & Monroe, 1992). 
COO effect as a Heuristic i.e. as 
an Aid to Problem Solving 
It simplifies the product evaluation process, even though other 
available product cues may be more useful (Hong & Wyer, 
1989; Li & Wyer, 1994). 
Source: Adapted from Ahmed et al. (2004). 
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4.4. The Proposed Conceptual Model 
 
The set of simultaneous relationships amongst the latent variables as developed from the 
relevant literature is portrayed in a conceptual model (Figure 4.1).   
 
FIGURE 4.1 THE PROPOSED CONCEPTUAL MODEL 
 
Social
Bonds
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The model acknowledges the importance of research integrating SCM theory, TQM and RM 
along with culture and country based studies within a purchasing perspective (Caldera & 
Dalrymple, 2003). It is proposed that environmental uncertainty in the purchaser-supplier 
interface can be explained by the interaction of five latent variables. Six linkages between the 
constructs were identified. Each latent variable constitutes a process point in the model and 
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each hypothesis represents a process event between two process points. One-way arrows 
indicate the impact of the structural regression coefficients of one factor on another within the 
context of a complete model. If the proposed model contains all relevant theoretical 
influences on a given dependent construct, the direction of the effect is correctly specified 
(Byrne, 2001, p. 10). Although SEM cannot establish definite causation it can indicate 
whether the relationships are plausible because the indicators associated with any one factor 
or linkage between factors are valid indicators of that trait (Holmes-Smith, 2003, p. 7-1). 
 
According to this hypothetical model, culture affinity plays a key role when interacting with 
customer’s perceptions about supplier’s quality. Moreover, culture may have either a direct 
influence on customer’s quality perceptions or an indirect effect via the strength of the 
relationship and/or the COO effect. Quality management systems certification, particularly 
ISO 9000 certification, is expected to enhance customer’s perceptions about supplier’s 
quality. Further, the model proposed suggests a contributory approach of relationship 
marketing regarding purchaser’s quality perceptions. It is also suggested that the interaction 
between variables does not operate in isolation from other variables. This is consistent with 
previous empirical research studies. The proposed model provides insight into the nature of 
the interaction of environmental uncertainty variables assuming that the tactical role of price 
is within the acceptable range for purchasers in the supply chain.   
 
The theoretical framework for this conceptual model provided the conditions suggested for 
modelling (Dubin, 1969, pp. 18-25, 235; Forza, 2002; Wacker, 1998) by providing the 
following elements: 
 
• Constructs. Nominal definitions of constructs and relevant variables 
• Hypotheses, with presentation and discussion of the role of the constructs (independent, 
dependent, moderating), the important linkages between them, and indication of the nature 
of the direction of the relationships. 
• Explanation. Why it is expected to observe these relationships and, eventually, linkages 
with other theories.  
• Boundary conditions. Definition of conditions under which the researcher might expect 
these relationships to hold; it includes the identification of the level of reference of the 
constructs and their statements of relationships (i.e. –where the researcher might expect 
the phenomenon to exist and manifest itself- individual, group, function, or organization).  
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• A schematic diagram. While not a necessary requirement, it may facilitate 
communication. 
 
Although five conceptual factors are taken into account for the design of this integrative 
conceptual model, other explanatory variables may be present at the purchaser-supplier 
interface. Alternative models may include internal volatility in terms of demand as well as 
technological and web based environments (Overby & Min, 2001). Organisational flexibility 
may be another important variable to be considered (Duclos et al., 2003). Further 
improvements in the proposed conceptual model would include empirical investigation to 
gain deeper insight into what constitutes the nature of the interactions studied.  A further 
analysis with a structural equation modelling approach is needed to examine the proposed 
simultaneous hypotheses. 
 
4.5 Conclusion 
 
This chapter provides conceptual and empirical research background to formulate six 
hypotheses in order to develop a model to progress the understanding of five variables. These 
variables were found to be linked to environmental uncertainty in the international purchaser-
supplier interface. The model constitutes an abstraction representing a range of simultaneous 
and interactive situations. It seeks to simplify the complexity associated with uncertainty 
within the international purchaser-supplier interface. The modelling problem was approached 
from an explanatory perspective. Thus, the theoretical discussion involved in the formulation 
of the hypotheses provides the rationale for the model. The process of translating the 
theoretical model into the empirical domain is a long path including a number of related 
processes. These processes are: the design of a theory testing survey, the pilot test, data 
collection, data analysis and the process of interpreting the results and writing the report.   
 
Next chapter continues the research along that path. The objectives of next chapter are 
twofold.  First, it presents the strategy to develop a proper empirical data collection 
instrument. Second, a sampling design is developed in order to collect primary empirical data 
for testing the model and quantifying the weight of the hypotheses.  
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Chapter 5  
 
 
DATA COLLECTION METHOD 
 
 
5.1 Introduction 
 
 
This chapter presents the development of the data collection instrument and a summary of the 
different stages leading to the final administration method. The development of the 
questionnaire drew from both the conceptual considerations of the model presented in the 
previous chapter and a pilot test. The pre-test stage of the data collection instrument brought 
about a rich pool of experience and information regarding the characteristics, preferences and 
accessibility of the target respondents.  The development and administration of the 
questionnaire consisted of various interrelated steps starting with the research questions and 
ending with the final version of the data collection instrument. This progression is outlined in 
Figure 5.1 and discussed in the remainder of this chapter. The issues surrounding the unique 
circumstances of data collection for this study helped in building up a criterion for developing 
the final draft and administration method of the questionnaire. The criterion developed 
allowed the researcher to balance advantages and disadvantages from a wider perspective. 
 
  Once the theoretical constructs, their relationships and boundary conditions were articulated, 
the data collection instrument development was the next step. Thus, the data collection 
process was carried out with the aim of testing the adequacy and validity of the conceptual 
model developed. Time, costs, accessibility of the population and the feasibility of involving 
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the right informants were also constraints that were considered throughout this survey 
development. 
 
5.2 Data Collection Instrument. Link to the Theoretical Level 
 
The first step in developing a questionnaire is transforming the constructs into observable and 
measurable definitions (Forza, 2002). Constructs are defined as mental abstractions formed by 
perceptions of the phenomenon studied (Figure 5.1).   
 
FIGURE 5.1 LINKING RESEARCH OBJECTIVES WITH INDICATORS AND DATA COLLECTION 
 
Research Questions: What factors are involved in the purchaser supplier 
interface? What are the relationships between these factors? 
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Administration Method of Data Collection 
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Target Group: International Purchasing Executives  
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Unit of analysis & 
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Operational definitions of variables and sub variables 
Identifying indicators or measures 
Pilot Test 
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Identification of five Constructs and six hypotheses 
Conceptual definition of variables and sub variables 
 
 
 
 
 
Constraints  
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The constructs are not directly observed and exist in the mind of the individuals (Kinnear & 
Taylor, 1996, pp. 229, 230). The constructs studied here are involved in a model constituted 
by hypotheses in order to answer the research questions. The action of reducing abstract 
constructs so that they can be measured is the process of operationalisation (Forza, 2002). 
This stage focuses mainly in the “what” part of the operational definition while leaving the 
‘how” (exact question) to a subsequent stage. 
 
The alignment between the theoretical concepts and the empirical measures was made by 
adopting or adapting operational definitions that have already been developed, used and 
tested. The items in the questionnaire to measure each construct were identified from the 
literature, keeping in mind international purchasers as the target respondents. Thus, the 
selection of items was justified, ensuring the content validity of the data collection instrument. 
Items for the following constructs were included in the first draft of the questionnaire: 
Relationship with foreign suppliers, Culture Affinity, Perceptions of foreign supplier’s 
Quality, Country of Origin effect, and Perceptions of ISO 9000 Certification.  
 
Tables 5.1 to 5.7 provide information about the indicators involved in the measurement of 
each construct as well as the source. The data collection instrument is presented in Appendix 
A. 
 
 
Table 5.1 Indicators of Trust 
Item Variable  Developed or adapted based on: 
20 
Business based on 
comprehensive legal 
agreement  
Babar & Prasad (1998); Ghymn et al. (1999); Gudum & 
Kavas 1996; Moore & Cunningham (1999); Perry, 
Cavaye, & Coote (2002); Turnbull (1985). 
21 Mutual trust  Perry et al. (2002); Turnbull (1985). 
22 No unexpected actions from supplier Perry et al. (2002); Moore & Cunningham (1999). 
23 Overall expectancy of honesty 
Babar & Prasad (1998); Moore & Cunningham (1999); 
Perry et al. (2002). 
24 Expectancy of non-opportunistic actions Moore & Cunningham (1999); Perry et al. (2002). 
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Table 5.2 Indicators of Cooperation, Equity and Conflict Management 
Item Variable  Developed or adapted based on: 
25 Joint decision making  Campbell (1998a); Gudum & Kavas (1996); Love & Gunasekaran (1999). 
26 Close cooperation in cost optimisation  
Campbell (1998a); Gudum & Kavas (1996); Love & 
Gunasekaran (1999). 
31 Supplier shares commercial responsibilities  Moore & Cunningham (1999); Perry et al. (2002). 
32 Fair and equitable relationship  Moore & Cunningham (1999); Perry et al. (2002). 
36  Agreement on priorities  Moore & Cunningham (1999); Perry et al. (2002). 
37 Agreement on the way services are provided  Moore & Cunningham (1999); Perry et al. (2002). 
 
 
 
Table 5.3 Indicators of Commitment 
Item Variable  Developed or adapted based on: 
27 Long-term productive relationship 
Babar & Prasad (1998); Moore & Cunningham 
(1999); Perry et al. (2002). 
28 Long-term partner Moore & Cunningham (1999); Perry et al. (2002). 
29 Long-term investment Moore & Cunningham (1999); Perry et al. (2002). 
30 Willingness to satisfy customer Moore & Cunningham (1999); Perry et al. (2002). 
33 Investment in mutual development Coulter & Coulter (2002); Perry et al. (2002). 
34 Dependency on foreign supplier Coulter & Coulter (2002); Perry et al. (2002). 
35 Supplier’s dependency on customer (purchaser) Coulter & Coulter (2002); Perry et al. (2002). 
 
 
 
 
Table 5.4 Indicators of Culture Affinity  
Item Variable Developed or adapted based on: 
1 Language affinity Babar & Prasad (1998); Ghymn et al. (1999); Gudum & Kavas (1996); Turnbull (1985). 
2 Culture likeness Babar & Prasad (1998); Turnbull (1985). 
3 Culture and perceived quality  
Babar & Prasad (1998); Coulter & Coulter (2002); Ghymn et al. 
(1999); Harrington (1996). 
4 Supplier’s cultural  strategy 
Babar & Prasad (1998); Coulter & Coulter (2002); Gudum & 
Kavas (1996); Turnbull (1985). 
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Table 5.5 Indicators of Perceptions of Supplier’s QMS and Quality Service 
Item Variable  Developed or adapted based on: 
8 Supplier’s QMS supported by their country’s culture. 
Ghymn et al. (1999); Khoo & Tan (2003); 
Lagrosen (2002); Matthews et al. (2000); 
Sohal (1998). 
13 Supplier’s QMS enables to deliver excellency 
Babar & Prasad (1998); Harrington (1996); 
Kekale & Kekale (1995); Lagrosen (2002). 
14 Supplier applies process thinking to resolve complaints Love & Gunasekaran (1999). 
15 Supplier’s QMS is above industry’s average 
Babar & Prasad (1998); Kekale & Kekale 
(1995); Lagrosen (2002); Leung et al. 
(2002); Mathews et al. (2001). 
16 Supplier’s QMS adjusts to customers needs 
Babar & Prasad (1998); Kekale & Kekale 
(1995); Leung et al. (2002). 
18 Supplier delivers product and service quality 
Babar & Prasad (1998); Coulter & Coulter 
(2002); Tan et al. (2002). 
19 
Supplier delivers orders to enable 
customer’s production to be on 
schedule 
Schellhase et al. (2000); Turnbull (1985). 
 
 
Table 5.6 Indicators of Perceptions about ISO 9000 Certification 
Item Variable  Developed or adapted based on: 
9 Foreign ISO 9000 Certification is  reliable 
Babar & Prasad (1998); Harrington, (1996); 
Kekale & Kekale (1995); Mathews et al. (2001). 
10 Foreign ISO 9000 Certification assures supplier’s competitivity 
Ghymn et al. (1999); Kekale & Kekale (1995); 
Mathews et al. (2001). 
11 
Foreign ISO 9000 Cert. enables 
global competitivity for 
manufacturing firms 
Babar & Prasad (1998); Kekale & Kekale 
(1995); Perry et al. (2002). 
12 Foreign ISO 9000 Cert. equivalent to Australia’s Certification 
Babar & Prasad (1998); Coulter & Coulter 
(2002); Lagrosen (2002). 
17 Foreign ISO 9000 vs. commercial relationship 
Campbell (1998b); Kekale & Kekale (1995); 
Lagrosen (2002). 
 
 
Table 5.7 Indicators of the COO Effect 
Item Variable  Developed or adapted based on: 
5 Country’s industrial environment and quality Ghymn et al. (1999). 
6 Country of Design Dzever & Quester (1999); Ghymn et al. (1999). 
7 Country of Manufacturing Clarke et al. (2000); Dzever & Quester (1999); Ghymn et al. (1999); Gurhan-Canli & Durairaj (2000). 
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5.3 Design and Development of First Draft of the Questionnaire 
 
 
Given the explanatory nature of this research, the following considerations were made looking 
for a link between information needs and data to be collected: 
 
 
5.3.1 Question Content 
 
• Measures of variables and their sub variables, which help identify and test the empirical 
existence of the constructs and their hypothetical relationships in the model. The focus of 
these measures is on establishing what is the general orientation or way of thinking of the 
purchaser. What s/he thinks is true rather than on the accuracy of their beliefs (Sudman & 
Bradburn, 1982, p. 121). An example is question No. 32 in Section B:  The relationship 
with our main foreign supplier is fair and equitable: with seven response options from 
“Strongly Disagree” to “Strongly Agree” 
 
• Background measures, such as company size, country of foreign supplier, imported 
product, supplier has ISO 9000 certification, area or department constraining purchasing 
decisions in the company, etc. These are attribute questions designed to obtain information 
about the purchasing executive’s company. This information helped identify whether 
patterns differ for various subgroups (De Vaus, 1995, p. 81). 
 
 
5.3.2 Wording of Questions  
 
 Although most of the items were identified from the literature, their wording was adapted to 
suit the sample of purchasers. A pilot test was conducted and the terms with potential 
confusion were changed or defined. For example, it was necessary to provide a definition of 
“main foreign supplier” in order to ensure that the term had the same meaning for all 
respondents. The complexity of some questions was not a problem as the specialised terms 
(e.g. “ISO 9000 certification” and “QMS”) were familiar to the international purchasing 
executives. The wording was neutral, in order to avoid leading or emotive questions.  
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5.3.3 Question Type 
 
Open and closed formats were used for background questions. An open format was used for 
question No. 1 [country of the main foreign supplier], and question 2 [years of commercial 
relationship]. It has been suggested that an initial open-ended question serves to establish 
rapport and gain respondents’ cooperation in answering the subsequent more specific and 
more structured questions (Kinnear & Taylor, 1996, p.370). Additionally, in both cases the 
responses were easy to code, using a nominal scale for coding the name of the countries, and a 
ratio scale for the answers of “number of years”. A closed format was chosen for the 
remaining background questions. This format enabled determining specific aspects of the 
issues (e.g. what product do you import?) or to find how strongly the opinion was held (e.g. 
question 7d. To what extent does the area/department mentioned in Question 7b influence 
your decision?). The scale used to measure the answers to these questions was nominal. 
 
Questions measuring the variables of the constructs required a closed format, with a multiple-
choice (Likert) design. Likert scales enable inherently ordinal data to be analysed as interval 
data. SEM assumes that underlying each indicator is a construct counterpart that has a 
continuous scale. Most SEM research is based on Likert-type scaled data given the properties 
and reliability of the scale (Byrne, 2001, pp. 70, 71). Most of the items identified from the 
literature used five-point scales. Balabanis et al. (2002) used a ten-point scale. Kinnear (1996, 
pp. 249) indicated that scales with more than eight points do not increase the precision of the 
measurement. This study involved a seven-point verbal format providing purchasers with 
statements and asking them to indicate how strongly they agree or disagree. The responses 
were coded using an interval measurement scale (De Vaus, 1995, pp. 88, 254).   
 
5.3.4 Final Thank you 
 
It was also important to let the participating purchaser know that his/her effort was highly 
regarded (Sudman & Bradburn, 1982, p. 259).  
 
 
5.4 Development of a Pilot Test  
 
 
Once the first draft was completed, it was considered necessary to refine the questionnaire. It 
was vital to make sure that the questions were not misunderstood and that the answers were 
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usable. The first revision came in the form of supervisor, and peer evaluation. Wording and 
instructions were improved. However, it was essential that “real” respondents (international 
purchasers) completed the instrument to explore whether the questionnaire presented the 
following issues (Forza, 2002; Kinnear & Taylor, 1996, pp.373, 374 ; Sudman & Bradburn, 
1982, pp. 22, 121):  
 
• Instructions and/or questions unclear or ambiguous  
• Use of academic language as opposed to international purchaser’s language 
• Questions that may be discarded or treated cautiously because of unexpected 
problems. 
• Open ended questions yielding answers that were impossible to code into theoretical 
meaningful dimensions 
• Consuming more time than anticipated to complete the questionnaire 
• Inadequate question sequence 
• Response bias because of question wording 
• Problems in understanding what kind of answers were expected, or in providing 
answers to the questions posed 
• The planned administration procedure was not as effective as anticipated 
• The effect of missing data and non-response bias.  
• Inadequate measures in relation to the sample. 
 
 
 
5.5 Pilot Test and Early Data Collection (Telephone survey) 
 
 
A preliminary sampling frame was completed from a list of importing companies provided by 
an industry directory (Kompass TM Australia, 2001 edition). The name and particulars of 
purchasing personnel of ninety-four Melbourne-based companies were found in the database 
of the directory (APN Business Information Group, 2001).  These companies were selected as 
the population for the pilot test.  
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5.5.1 Semi-structured Telephone Interviews 
 
 
The first stage of pilot test involved semi-structured interviews over the phone. Six companies 
were chosen at random from the sampling frame (Forza, 2002). After establishing credibility 
as a research survey, as opposed to a telemarketing activity, the gatekeepers (reception desk, 
secretaries, and/or personal assistants) were asked to contact the manager in charge of 
international purchasing.  
 
 
5.5.2 Development of Scripts Requesting for Telephone Interviews 
 
 
Scripts to address gatekeepers and purchasers were developed. The objective was to get the 
opportunity to speak with the manager. The researcher had to “sell” the study to the 
gatekeeper in order to gain access to the international purchasing manager. It was important to 
identify the state of mind of gatekeepers and purchasers in order to manage objections or early 
refusals.  Hence, developing rapport during the first call was essential in trying to find 
grounds of mutual interest.   If the manager was not available, the objective would be to 
obtain his/her telephone number, name and/or email. It was anticipated that there will be a 
high level of refusals and that managing objections would be essential.  In the case of 
unsuccessful attempts, it was important to reflect on what would have been a better approach 
to make the call successful. Throughout the telephone stage of the pilot test, it became evident 
that the best time to call was early during the week and between 9 AM and 11 AM. Although 
each case was different, the scripts proved to be useful in the initial approach to gatekeepers 
and purchasers, as well as in the follow-up. Examples of scripts are provided in Appendix F.1. 
The specific objectives of scripts requesting for participation in a telephone survey are 
provided next. 
 
• Script for Addressing Gatekeepers and Requesting for a Telephone Interview. The 
objective of this script was to obtain the cooperation of the secretary, reception desk or 
personal assistant in order to interview the purchasing manager using the telephone. 
 
• Script for addressing the Purchasing Manager. The objective of this script was to appeal to 
the manager and invite him/her to participate in a telephone survey. 
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• Follow-up of Request for Telephone Interview. The objective of this script was to remind 
the purchasing manager about the telephone survey and (if necessary) to reinforce the 
appeal to answer the questions. 
 
5.5.3 Results of the Early Telephone Pilot Test  
 
 
Once the managers accepted participation in the survey they asked for a subsequent call on a 
date that they estimated they would be available. An average of three phone calls were needed 
to obtain the participation of four managers over the telephone. The managers completed the 
questionnaire as they would if they were part of the planned survey. Subsequently the 
respondents were asked about the issues considered in section 5.3.  A number of insights were 
gained in this early stage to wit:  
a) The questionnaire was completed in 30 minutes approximately when there was no 
interruption during the interview.  
b) Telephone survey was not a good alternative for the following reasons: 
o The respondents picked up the foreign accent of the researcher-interviewer. While 
this circumstance opened possibilities of rapport between the researcher and the 
respondent, it was evident that it might influence the responses related to language 
and culture affinity.  
o Availability of purchasing managers was an issue. They usually asked for 
additional calls in order to participate. The alternative of a self-administered 
questionnaire was preferred to the telephone survey. Email was suggested by three 
of the interviewees.  
c) During this exploratory stage of the data collection it was found that some of the words of 
the questionnaire sounded more academic than hands-on to the managers. The word or 
expressions were subsequently changed as shown in Figure 5.2. 
 
 
5.6 Exploring Participation by Email, Mail and Website in the Pilot Test 
 
The next step in the pilot test was to send self-administered questionnaires to international 
purchasing managers. Questionnaires and reply paid envelopes were sent by post. Email 
alternatives, with an attachment of the questionnaire or a link to a web-based alternative were 
also explored during this stage. The aim was to compare the three alternatives regarding unit 
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costs and frequency of preferred response.  It was assumed that the target respondent would 
readily embrace at least one of the three alternatives, particularly one of the two online 
options. Additionally, if the web-based option proved to be successful, it would allow the use 
of software to tally and summarize response data.  The sampling frame developed in the 
previous stage with a Kompass TM database was used. Calls were made to the remaining 
ninety companies on the list in order to invite the international purchasing managers to choose 
from the three alternatives. A maximum of two calls was made per potential respondent.  
 
5.6.1 Development of Scripts Requesting for Participation by Email, Mail and Website 
 
As in the previous stage (telephone interviews), scripts were made to manage objections in 
anticipation of refusals. Examples of scripts developed at this stage of the data collection are 
provided in Appendix F.2. The objectives of these scripts are presented next.  
 
• Script for Gatekeepers.  The objective of this script was to get communication with the 
purchaser in the first call. If the purchaser was unavailable, the objective would be to 
obtain his/her telephone number, email address or postal address.  
 
• Script for Addressing Purchasing Managers. The aim of this script was to invite the 
purchaser to participate in the study. The management of objections to participation was 
based on offering three alternatives: mail, email, or web-based questionnaire, instead of 
asking a yes/no question (e.g. would you like to participate?).  
 
• Telephone Follow-up of Questionnaire Posted. The objective of the follow-up was to 
know whether a) the letter and questionnaire posted were received, b) there was any 
question/problem regarding the questionnaire), or c) the questionnaire had been or about 
to be posted back to the researcher. The follow-up was made after three or four working 
days of posting the questionnaire. 
 
• Telephone Follow-up of Questionnaire Emailed. The aim of this script was to know 
whether a) the letter and questionnaire emailed were received, b) there was any 
question/problem e.g. when downloading the attachment with the questionnaire), or c) the 
questionnaire had been or about to be emailed back to the researcher. The follow up was 
made after two or three working days of emailing the questionnaire. 
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• Refusal by Email. In some cases the managers withdrew from the survey and sent a note 
by email. In the last case, it was enquired what the appropriate version of Windows TM 
was. If the manager accepted to participate again a new questionnaire was sent to him/her. 
 
• Follow-up Leaving Messages On Answering Machines. The objective of this script was to 
remind the purchaser about the survey and to stimulate participation using a participation 
appeal.  
 
The scripts were invaluable tools allowing the researcher to know purchasers’ reasons to 
participate or to withdraw from the survey. Offering three participation alternatives rather 
than a yes/no question proved to be useful to overcome objections in participating. Fifty-nine 
out of seventy-six companies accepted the invitation to participate. Fourteen firms declined 
the invitation because they did not have overseas suppliers. Then, a personalised cover letter 
was posted with the questionnaire and a reply paid envelope to managers requesting 
participation by post. For managers preferring the online alternative, a cover letter and a 
questionnaire were attached and sent from an RMIT email address. For purchasing managers 
asking for the website option, a website link to the survey was sent via email.   
 
5.6.2 Use of a Personalised Cover letter 
 
The points of the cover letter were: 
a) Title of the study  
b) Why the respondents are important (experts in the area being studied) 
c) Invitation to participate by using either an enclosed questionnaire with the reply paid 
envelope, or an online questionnaire.   
d) Promise of confidentiality and anonymity 
e) Use of the data collected 
f) Where to call/email in case of queries (supervisors and Business Human Research 
Ethics Committee). 
g) Final Thank You and Signature 
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5.7 Changes in the Questionnaire as a Result of the Pilot Test 
 
The four semi structured telephone interviews as well as the 30 questionnaires received 
subsequently using the KompassTM sampling frame constituted the pilot test. Some comments 
and suggestions were received during this pilot test and used to refine the questionnaire. As a 
result the questionnaire was restructured using an iterative process aimed at improving the 
questionnaire. The changes are presented next. 
 
 
5.7.1 Refinement of the Introduction of the Study and General Instructions Section 
 
 The early semi structured telephone interviews made clear that the terms “questionnaire”, 
“measure” and “variables” were too academic for the purchasers (Figure 5.2).  
 
FIGURE 5.2 FIRST DRAFT OF INTRODUCTION AND GENERAL INSTRUCTION 
 
Research Development Unit, RMIT Business, RMIT UNIVERSITY. 
Tel. 61 3 9925 1674, 61 3 9827 0970. GPO BOX: 2476V Melbourne 3001 
Email: juan.caldera@rmit.edu.au
 
 
 
 
 
 
 
 
All information is CONFIDENTIAL and no person or business will be identified. 
The following questionnaire has been designed to measure your perceptions about the 
significance of ISO 9000 certification and the effect associated with the country where the 
certification is issued. The study focuses on the influence of these two variables in the 
commercial relationship with your main foreign supplier. 
Main foreign supplier is the supplier with whom you have the most important investment 
and commercial relationship. 
 
 
 
 
Changes: Academic terms were changed for purchasers’ hands-on speech. Therefore, the 
words “questionnaire”,  “ to measure”, and “variable” were eliminated in the final draft. As a 
result the general instruction was rewritten as shown in Figure 5.4 (next section).  
 
 
 
 
Additionally it was mentioned that the word “questionnaire” might negatively predispose 
some managers to continue answering the questionnaire.  
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5.7.2 Changes of Instructions in Section B 
 
 
Some purchasers pointed out that they were familiar with the interval scales and that a shorter 
instruction would save space and reading time. Some others advised to write the value of each 
cell above or below each option.  (Compare Figure 5.3 and Figure 5.5) 
 
 
FIGURE 5.3 FIRST DRAFT OF INSTRUCTIONS OF SECTION B. 
 
 
 
 
 
 
 
 
 
 
 
 
If you strongly disagree, circle the number 1. 
If you strongly agree with the statement, circle 5. 
If you feel less strongly either way, circle one of the numbers in the middle.   
There are no right or wrong answers.
SECTION B: The following set of statements relate to your perceptions about   
the commercial relationship with your main foreign supplier. 
 
 
 
 
 
 
 
5.7.3 Addition of Last Instruction  
 
 
The cover letter already mentioned what to do upon completion of the questionnaire, i.e. how 
to send it back to the researcher.  However, some purchasing managers said that it would be 
appreciated if a reminder of what to do after completion was included at the end of the 
questionnaire. This suggestion was included in the final draft as shown in Figure 5.7. 
 
5.7.4 Addition of Question No. 6 in Final Draft 
 
One manager wrote that the question “Has ISO 9000 certification gained new customers (in 
general terms, for both customers and suppliers)?” should be included as an open-ended 
question. This question became item No. 6 in the final draft (Table 5.6).     
 
5.7.5 Open-ended Questions and “I don’t know” Option 
 
One respondent in the pilot test suggested that in the case of closed questions with 
“Yes”/”No” answers, the option “I don’t know” should be included. Questions No. 4 to 7a 
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were such cases. When analysing the pattern of the remaining 29 questionnaires, it was 
noticed that questions No. 5 and 6 received additional and varied comments besides a “yes” or 
“no” answer, whereas questions No. 4 and 7a were answered “yes” or “no”. Hence, it was 
decided to change questions 5 and 6 from a closed format to an open-ended one. In the case of 
questions No. 4 and 7a, the comment of Krosnick (1999) was taken into account. This author 
suggested that questions that provide no substantive options e.g. “No opinion” or “I don’t 
know” may discourage respondents from reporting their meaningful opinions. Therefore items 
4 and 7a remained as closed questions with the proviso that if “I don’t know” answers 
appeared, they would be taken into account and coded (Table 5.8).   
 
 
Table 5.8 Changes in Questions No. 4 to 7 
Item First Draft Final Draft 
4 
Does your main foreign supplier have 
ISO 9000 Certification?   
Yes               No 
Does your main foreign supplier have ISO 
9000 Certification?   
Yes             No 
5 
Do your customers require ISO 9000 
Certification from your suppliers?  
Yes         No 
Do your customers require ISO 9000 
Certification from your suppliers? 
6 Nonexistent 
Has ISO 9000 certification gained new 
customers (in general terms, for both 
customers and suppliers)? 
7a 
Does any area or department of your 
company constrain your buying decisions 
with regard to countries to purchase 
from?  
Yes         No 
Does any area or department of your 
company constrain your buying decisions 
with regard to countries to purchase from?  
Yes         No 
 
 
 
5.7.6 Changes in Numbering 
 
 
The first draft included a global numbering for questions in both sections. Suggestions were 
received to number items on a section basis rather than on a global basis. The reason given 
was that this would allow the respondent to identify questions faster in each section. 
Additionally, a numbering per section helped reduce the perception of a longer data collection 
instrument. 
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5.8 Development of the Final Draft of the Questionnaire 
 
 
The physical appearance of the questionnaire is a key factor in securing the cooperation of the 
respondents, particularly when conducting mail, or other forms of self-administered 
questionnaires.  
 
The corrections to the original draft questionnaire aimed at encouraging the respondent’s 
participation with clear and unambiguous instructions and questions. Thus, the information 
gained in the pilot test was used to deliver an interesting and professional data collection 
instrument. The changes and improvements are discussed next. 
 
5.8.1 Presentation and General Instruction 
 
Since some salespersons use bogus surveys in an attempt to sell products, this section (Figure 
5.4) should make clear the purpose of the study (Sudman & Bradburn, 1982, p.230).  
 
FIGURE 5.4 PRESENTATIONS AND GENERAL INFORMATION OF THE QUESTIONNAIRE IN 
FINAL DRAFT 
 
Research Development Unit, RMIT Business 
GPO Box 2476V Melbourne 3001. Tel.  61 3 9827 0970, Fax 61 3 9925 5595. 
Email: juan.caldera@rmit.edu.au  
 
 
 
 
 
All information is CONFIDENTIAL and no person or business will be identified. 
 
  
 
 
This research has been designed to gain perceptions about the commercial relationship 
with foreign suppliers, in particular about a) the significance of foreign suppliers’ ISO 
9000 certification as a quality management tool, and b) whether the country in which the 
ISO certification is issued has any effect on your perception.  
There are no right or wrong answers. For the purpose of this study “main foreign 
supplier” is the supplier with whom you have the most important investment and/or 
commercial relationship. 
All information is CONFIDENTIAL and no person or business will be identified 
 
 
 
 
Therefore, particulars of the researcher were included, mentioning the name and address of 
the work place, as well as a brief introduction of the purpose to the study and assurance of 
confidentiality.  
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General instructions and a definition of “main foreign supplier” were also provided. An 
explicit definition of foreign supplier had to be included in order to achieve a consistent 
understanding of this core concept throughout the sample. The information appeared on the 
top of the first page.   
 
5.8.2 Sequence of Questions 
                       
The order of questions was presented to make the purchaser understand that s/he was engaged 
in a structured procedure, with questions grouped into sections according to subject 
(information about the purchaser’s company vs. information about the supplier) and type 
(choice of answers, open questions, and Likert scale).  A variety of questions formats was 
introduced so that the questionnaire remained interesting.  
 
The sequence of questions flows from easy (concrete) to abstract and sensitive questions. The 
opening of the survey was a simple, non-threatening, open-ended and salient question, to wit: 
1. Country of your main foreign supplier:   _____. The format for the initial question allowed 
the purchaser to establish his/her frame of reference (Sudman & Bradburn, 1982, p. 206).   
 
The last two questions are company’s profile related, namely Number of Employees in the 
purchaser’s company and whether the supplier is a commercial partner or not. At the end of 
the two sections, two open-ended questions allowed the respondent to express any views not 
captured in the questionnaire.  
 
Questions were numbered within each section, as this seemed to be the easier identification 
method for the respondents. There may also be satisfaction in seeing that one has answered a 
certain number of questions in each section (Sudman & Bradburn, 1982, p. 230). 
 
 
5.8.3 Filter Question 
 
 
It might be that some subgroups of questions are relevant for some respondents only. 
Question No. 7 is an example of this type of  “contingency” or “go to” question.  It was 
expected that some purchasers reported no constraints in their buying decisions regarding 
countries to purchase from.  An instruction made clear where the respondent was to go next 
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(the following section). Moreover, the location of the question at the end of the section 
ensured that the skip pattern did not lead to skipping more questions than intended. 
 
5.8.4 Section Instructions 
 
These instructions provided flow, allowing the purchaser to know how to answer the 
questionnaire so that s/he did not need to rely on memory. Section instructions were a brief 
introduction to the different groups of questions, indicating the start of a new kind or type of 
question and subject (Figure 5.5). 
   
FIGURE 5.5 EXAMPLE OF SECTION INSTRUCTIONS IN FINAL DRAFT 
 
 
 
 
 
 
 
SECTION B: The following statements relate to your perceptions about the 
commercial relationship with your main foreign supplier.  
How strongly do you agree or disagree with these statements?  
 
Please tick the most appropriate answers. There are no right or wrong answers.          
 
         
 
 
Clearly distinctions between section instructions and the questions were made using different 
types and size of letters, as well as boxes.  
 
5.8.5 Question instructions 
 
These instructions indicated how many responses the respondent could tick (Figure 5.6) 
 
FIGURE 5.6 EXAMPLE OF QUESTION INSTRUCTION IN FINAL DRAFT 
 
 
 
 
32. The relationship with our main foreign 
supplier is fair and equitable. …………………… 
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5.8.6 Last Instruction and Final Thank You  
 
At the end of the last section and next to the “final thank you”, the respondent was advised 
what to do once the questionnaire was completed (Figure 5.7). 
 
FIGURE 5.7 LAST INSTRUCTIONS AND FINAL THANK YOU IN FINAL DRAFT. 
 
                                                                                             
 
                                                                                                                                                                          
Please post the completed questionnaire to: 
Juan Caldera, Research Development Unit, RMIT Business 
In the replay paid envelope 
Thank you very much for your participation 
 
 
 
 
 
 
5.8.7 Final Draft 
 
In summary, a two-section questionnaire was designed to collect primary empirical data (See 
Appendix A). To elicit information on the company’s profile, first a set of 10 open-ended and 
five-point Likert scale questions was presented to the respondent. Questions asked were 
whether suppliers have ISO 9000 certification, if the respondent’s customers require ISO 
9000 certification, perceived relevance of the certification, company’s departments 
influencing purchasing decisions, category of imported product, country of origin of supplier, 
years of commercial relationship with the foreign supplier. Two company profile questions 
(Number of Employees, and whether the supplier’s company is a partner or not) were 
included at the end of the questionnaire.  
 
 In the second section, purchasers were asked to indicate their overall assessment of their 
relationship with the overseas supplier on a 7-point Likert scale ranging from   “strongly 
disagree”(1) to “strongly agree”(7). Other features of the questionnaire included the use of 
white paper and a vertical format.  
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5.9 A Comparison of Traditional and Non-Traditional Data Collection Methods  
 
The pilot test provided valuable information beyond just question-related issues. It also 
provided important information about the response tendency of purchasing managers to 
different survey approaches. Table 5.9 compares the results of the early telephone approach 
with the subsequent approaches involving email, mail, and website.   
 
During the follow-up appealing for participation using these three approaches, the managers 
were also encouraged to comment on the structure and clarity of the instructions and 
questions. Sixteen managers replied via mail, four via the web-based survey, and ten via 
email.   In the light of traditional and computer-based methods, it became evident that the 
issue regarding fear of misuse of respondent information does not disappear in the online 
environment. Ten managers voiced their concerns about viruses online as a reason to 
withdraw from the survey. An issue appearing from time to time was the difference between 
the Microsoft Word TM versions used by some purchasers and the researcher. When this was 
the case, the questionnaire format changed and it became confusing for the respondent.  It was 
also found that one of the managers replying by email sent a questionnaire with the last page 
missing. The manager was contacted and the missing page was sent to the researcher.  
 
The total withdrawal rate for the email, mail and website approaches amounted to 49 % (29 
companies out of 59). For most purchasing managers the preferred approach was postal 
survey. Apparently, the possibility of a virus harming respondent’s files contributed to falling 
confidence in online data collection. Mail costs involved postage, envelopes, labels, 
letterhead, and copying (Table 5.9). The online method costing included the lease of a desktop 
computer and the cost of Internet usage. Costs were minimised in the online options by using 
an existing server and a free trial of software specialising in surveys (SurveyGold Standard 
Edition, 2002).  Thus, no fixed costs relating to the host Web server were involved, as these 
were treated as sunk costs (Adam & McDonald, 2003).  
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Table 5.9 Unit Cost Comparisons for Telephone, Email, Website and Mail Data Collection 
 Telephone (1) Email (2) Mail (2), (3) Website (2), (4) 
Unit costs Distribution 
and reception ($) 0.60 0.009 2.9385 0.005 
Frequency of successful 
participations 4 10 16 4 
Frequency of withdrawals 2 14 5 10 
% Relative Response Rate 
Per method  66.7 % 41.6 % 76.2 % 28.6 % 
Notes: 
1. Exploratory interviews prior to the formal pilot test. An average of three local calls is estimated per successful 
participation. 
2. It doesn’t include telephone calls requesting purchaser’s participation and follow-up calls encouraging 
contribution to the study (an average of two calls per successful participation i.e. $ 0.40). 
3.  Cost of mail out and reply paid. 
4.  It doesn’t include the cost of survey software. The web-based questionnaire (SurveyGold TM) version was 
made as close as possible to the printed and email versions.   
5.  Sampling frame based on Kompass TM Australia directory.  
 
The commercial directory (KompassTM Australia) used to build up the preliminary sampling 
frame proved to be 80 % up to date for the companies sampled (76 out of 94 cases). 
Purchasing managers have been estimated as 42 % of all the users of this directory (APN 
Business Information Group, 2001). Thus, the pilot test helped the researcher in being more 
aware of important clues about accessibility and costs. However, the findings suggested the 
need for a balance between the purchasers’ preferences, the response rate, and the cost issue. 
Although the postal option was relatively expensive it offered the advantage of a relatively 
high response rate.  Given that it was not advisable to continue to add the cost of the 
telephone follow-up, it was decided to resort to a more direct access strategy. Hence, the 
sponsorship of an industry association of purchasers was considered and sought as a 
warrantor to expedite the survey using the target sample as well as pursuing a reasonable 
response rate.   
 
The combination of two factors may explain why the data sets collected did not have missing 
data: a) the pilot test showed that the purchasers considered the postal survey as the most 
appealing way to participate in the research, and b) the endorsement of a professional 
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association (AIPMM) was a strong motivator for participation.  The purchasers mailed back 
not only their responses but also their business cards as well as letters of encouragement.  
 
5.10 Content and Face Validity 
 
On the development of this survey, a number of considerations were made with regard to time 
and cost constraints as well as minimisation of error. Sources of error to be minimised are 
(Forza, 2002):  
a) Sampling error, derived from inadequate respondent selection. This error excludes the 
possibility of generalising the results beyond the original sample.  
b) Measurement error. Measures that do not match the constructs or are not reliable. 
c) Statistical conclusion error, i.e. the probability of accepting a conclusion that the 
investigated hypotheses do not exist even when they do exist. 
However, there is always a trade-off between rigorous survey theory and the “art” of asking 
questions. The art-related area of questionnaire development is influenced by the 
harmonisation of constraints and  methodological rigor. Thus, various flexible guidelines to 
assess validity were considered in accordance with the particular context surrounding each 
survey (Synodinos, 2003).  
 
The degree to which the questionnaire elicits the information that is needed is known as 
“validity”.  We can measure the validity of some questions. This is the case of factual 
questions namely questions concerning characteristics, events, or acts that are external to the 
respondent and could be observed by a third party. However, direct measurement of validity 
in factual questions can be problematic. Legal or ethical issues may be involved. Questions 
about psychological states or attitudes are not verifiable in principle, since the responses exist 
only in the mind of the individuals. In these cases, the answer lies more in one’s theoretical 
conceptualisation of attitudes than in generally agreed-on criteria (Sudman & Bradburn, 1982, 
p. 120).  
 
Although hypotheses are not essential to determine the validity of the questionnaire, they 
constituted a point of reference to verify the relevance of the identification of latent variables 
and their indicators. The hypotheses that embody the model helped in knowing what kind of 
information would be necessary to perform the analysis. Hypotheses and constructs provided 
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clearer guidelines for developing the questions and helped pinpoint unwanted interactions 
between the questions. Accordingly, the wording and type of questions were developed 
according to those points of reference. Once the first draft of the data collection instrument 
was completed and prior to pilot testing, a group of expert researchers was asked to comment 
in the suitability of questions used in previous studies, helping establish content validity 
(Saunders et al., 2000, p.305). 
 
The response of the pilot test provided information about face validity, i.e. whether the 
respondents had no problems understanding the instructions correctly or while answering the 
questions. The feedback provided by the purchasers was assessed as the pilot test progressed. 
Additionally, the responses obtained from the pilot test provided an acceptable reliability for 
the whole data collection instrument.   
 
 5.11 Data Collection. Endorsement of the Research by the AIPMM 
 
The empirical information gained through the pilot suggested that it was advisable to use a 
university appeal along with an industry appeal in the data collection stage. To avoid 
uninformed responses money was not used as appeal. With that in mind, a negotiation process 
was initiated with the Australian Institute of Purchasing and Materials Management in order 
to have access to their membership. A proposal with the research objectives, the 
questionnaire, and the University cover letter was sent to the AIPMMM (Victoria 
subcommittee). The proposal was accepted and   an agreement was signed between the 
researcher and the AIPMM including the following points:  
a) That the AIPMM conducted a mail out to its members requesting participation in the 
survey by completion of an enclosed questionnaire with the expenses for the mail out 
provided by the researcher 
b) That a report of the findings would be published in an aggregated form to protect the 
anonymity of the members who participate.  
c) That the results will be published as an RMIT thesis and may appear in academic 
journals mentioning and crediting the cooperation of the AIPMM. 
d) A copy of the report would be provided to the AIPMM to use for its own purposes 
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A high activity-purchasing season was imminent, followed by a peak holiday season. Hence, 
it was considered risky to undertake the survey immediately.  Then, it was agreed with the 
AIPMM that the mail out would be put back by six months.   
 
The justification of the study was provided in a one-page cover letter as in the pilot test. An 
additional one-page sponsoring letter with the letterhead of the AIPMM was included in the 
envelope. The AIPMM letter increased the unit cost of the mail survey by $ 0.05 so that the 
final unit cost was estimated as $ 2.9964.  The points covered in the sponsoring letter were: 
 
• A statement of AIPMM valuing and encouraging participation of the members in 
research projects.  
• An introduction of the researcher as a member of the AIPMM. 
• Endorsement of the study by the Victorian Regional committee. 
• Invitation to members from Victoria, New South Wales, and Queensland to answer 
and return the questionnaire by a specified date. 
• An appeal pointing out that the result served the overall social good of the AIPMM.  
• A reward for participation was offered in the form of a publication of a research 
summary in a future issue of Australian Purchasing and Supply, the official Journal of 
the AIPMM (Caldera & Dalrymple, 2004a). 
  
The data collection instrument was presented to the Victoria Subcommittee of the AIPMM 
asking for comments and observations about the questions. A suggestion was received to use 
both sides of the paper in order to make it a two-page questionnaire instead of a four-page 
document. Twenty minutes was estimated by the AIPMM Victorian Subcommittee as the 
time to complete the survey 
 
5.12 Administration of the Questionnaire to the AIPMM Population   
 
Australian purchasing managers and executives from Queensland, New South Wales, Victoria 
and Tasmania were invited to participate in the study.  The sampling frame was a list of the 
membership of the Australian Institute of Purchasing and Materials Management (AIPMM). 
The definition of the study population is shown in Table 5.10.  A questionnaire with a joint 
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cover letter from this university and the AIPMM was mailed to each purchasing 
manager/executive (sampling unit). The letter explained the purpose of the survey and 
guaranteed anonymity and confidentiality. A self-addressed, reply paid, return envelope was 
provided. A positive response rate was expected from the university-Industry Association 
sponsorship when gathering data from a business population. 
 
The AIPMM includes ten grades of membership, namely: fellow, associate fellow, member, 
affiliate member, student member, retired member, life member, honorary member, 
organisational member, and associate member.   Four major categories that may be excluded 
when estimating the response rate are domestic purchasers, members who retain the 
membership but no longer have the purchasing role in their organization, and students and 
retired members.  The survey was sent to a population of whom it was estimated between 25-
35 % was the actual target group. Two mailing waves produced a total of 152 useable 
questionnaires giving a response rate in the range of 29-41 % between February 20 and May 
31, 2003. In summary, the final number of participants for this study, including 30 usable 
questionnaires from the pilot test, amounted to 182 companies. 
 
Table 5.10 Definition of the Study Population 
Population Element (Unit of analysis): Purchasing Executives buying from overseas 
Sampling Unit: Members of AIPMM  
Extent: QLD, NSW, CAN, VIC, and TAS, Australia 
Time: February 20 to May 31, 2003 
Source: Adopted from Kinnear & Taylor (1996, p. 407). 
 
When planning the data collection a question arises: what is the minimum sample size needed 
for a precise and reliable SEM analysis? The answer to this question is conditional on data 
and model characteristics alike. In practice, the empirical researcher often does not know the 
data and the model characteristics when the measurement instrument is in a developing stage. 
Precision can only derive from: 
• A sample that is at least moderately large (see p. 63). 
• Strong theoretical foundations of model structures 
• The choice of indicators 
• The complexity of the empirical model (size factor loadings and number of indicators 
per factor), and 
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• The degree of non-normality 
As a consequence, it would be unwise to blindly follow rules of thumb for the minimum 
number of observations per observed variables, given a sample size and the size of the model. 
(Byrne, 2001, p.  271;  Holmes-Smith, 2003, p. 10-7). 
 
5.13 Conclusion 
 
This chapter has outlined the data collection process including the development of a 
questionnaire and its administration to a population of purchasing managers. A pilot test was 
implemented after becoming familiar with the preferences and accessibility of the target 
respondents. Theoretical as well as pilot test information made it possible to address a number 
of issues taking steps in the development and refinement of a final draft and the choice of 
administration method. Given the characteristics surrounding the respondents, a postal 
alternative to the survey was considered to be the less expensive one in terms of efficiency. 
The construct and discriminant validity as well as the overall reliability of the data collection 
instrument remain to be established. Inter alia, that will be the task of the following chapter.
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Chapter 6  
 
 
ANALYSIS OF DATA 
 
 
6.1 Introduction 
 
 
In this chapter, a variety of techniques are used to analyse the data, as shown in Figure 6.1.  
 
FIGURE 6.1 SEQUENCE OF DATA ANALYSIS AROUND THE RESEARCH QUESTION 
 
 
 
 
 
Company Profiles, Descriptive Analysis 
Frequencies and Cross tabulation of Variables 
 
 
 
 
 
Validity and Reliability of Constructs 
Exploratory Factor Analysis, Confirmatory Factor Analysis 
MEASUREMENT MODEL
 
 
 
 
Hypothesis testing 
Structural Equation Modelling, Structural Model 
Goodness of Fit.
 
Comments of Purchasing Executives  
 
 
 
 
Conclusions of Data Analysis Chapter  
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The data collected is analysed and stratified into major sections. First, a descriptive analysis 
of company profile variables is presented. All profile variables, the only exception being years 
of commercial relationship, a continuous variable, are nominal.   Next, the reliability of 
interval measures and the validity of constructs are examined. The use of CFA enabled the 
further refinement of the theoretical constructs. Assessing the hypotheses of the theoretical 
model by means of structural equation modelling is the next stage of the analysis. This is 
followed by a summary of the comments made by the purchasing managers. A number of 
themes emerged and the frequency of the themes in the managers’ remarks is highlighted.   
 
It has been deemed appropriate to separate the data analysis from the discussion of their 
significance to preserve the objectivity of the results. Hence, although this chapter contains 
references to the literature of methodologies and the operationalisation of the measures, it 
does not discuss the results within the context of the broader literature regarding the research 
question. 
 
6.2 Company Profiles 
 
This section is written in a style that synthesises the characteristics of the purchasing 
managers and their companies. Frequencies and percentages are presented to assist analytical 
generalisation rather than statistical generalisation. The descriptive analysis is presented next. 
Accordingly, tables of industry categories, suppliers’ countries, lengths of commercial 
relationships and ISO 9000 certification trends are shown to give a point of reference to the 
interval variables analysis that follows. 
 
Table 6.1 shows that the supplying companies were mostly from Europe (37.4 %), followed 
by Asia (31.8 %), North America (28.6 %) and the rest from South Africa, Turkey and Israel. 
Purchasing executives buying from Western suppliers account for 66 % of the respondents.  
 
The Australian and New Zealand Standard Industrial Classification (ANZIC) code was 
chosen to identify the nominal data related to the company profiles.  The ANZIC system 
groups companies under similar lines of business. A number of countries try to coordinate 
their efforts with an international variation of the ANZIC system (Quester, Perreault, 
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McGuiggan, & McCarthy, 2004, p. 232). The average length of the commercial relationship 
with the supplying company was 12.9 years, within a range of 1-75 years.  
 
 
 
 
Table 6.1 Country of Main Foreign Supplier and Average length of Commercial Relationship 
 
Years of relationship Supplier’s 
Country 
No. 
Suppliers % Mean (range) Std Dev. 
USA 51 28.0 14.9  (2 – 75) 12.8 
Germany 18 9.9 17.6  (2 – 50) 12.1 
China 14 7.7 8.8   (2 – 20) 6.2 
Japan 13 7.1 20.2  (6 –65) 15.2 
France 10 5.5 12     (1 – 40) 11.9 
UK 10 5.5 13     (2 – 38) 10.5 
Malaysia 6 3.3 4.8   (0.5 - 10) 3.9 
Italy 6 3.3 5.8   (2  – 10) 3.1 
India 5 2.7 6.2  (1  – 15) 5.3 
New Zealand  5 2.7 16.7  (5  – 30) 9.9 
Switzerland 5 2.7 14.3  (6  – 20) 6.1 
Taiwan 5 2.7 8.4  (2 – 15) 5.0 
Singapore 4 2.2 11.8  (1.5 –30) 12.7 
South Korea 4 2.2 12.0  (6 – 22) 6.9 
Austria 3 1.6 11.3  (2 - 21) 
Indonesia 3 1.6 6.3  (5 - 7) 
Holland 3 1.6 7.3  (2 –10)  
Sweden 3 1.6 17.0  (5 –25) 
Thailand 3 1.6 11  (3 – 20) 
Canada 2 1.1 8.5  (7 - 10) 
Denmark 2 1.1 11 (2 – 20) 
South Africa 2 1.1 8.5  (7 –10) 
Belgium 1 0.5 12  
Finland 1 0.5 10.5 
Israel 1 0.5 10 
Philippines 1 0.5 5 
Turkey 1 0.5 5 
Total 182 100 12.9 
 
 
 
 
Most of the respondents in the sample imported machinery and equipment (52.7%), followed 
by petroleum, chemicals and associated products (17.6 %), and metal products (10.4%) (Table 
6.2). Overall, 92.2 % of the respondents purchased manufacturing products. 
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Table 6.2 Imported Product Categories and Years of Commercial Relationship 
 
Years of Relationship 
Imported Product Categories No Suppliers % Mean Std. Dev. Range 
Machinery & equipment 
manufacturing 96 52.7 15.3 12.8 0.5- 75 
Petroleum, coal, chemical & 
associated product manufacturing 32 17.6 10 6.3 1.5-25 
Metal product manufacturing 19 10.4 8.1 6.3 1.0–30 
Food, beverage and tobacco 
manufacturing 7 3.8 9.07 7.5 2.0-25 
Textile, clothing, footwear and 
leather manufacturing 6 3.3 6.3 2.2 4.0-10 
Wood and paper product 
manufacturing 6 3.3 15.4 10.3 2.5-30 
Defense 3 1.6 11.3 11.8 4.0–25 
General Construction 3 1.6 13 9.8 5.0-24 
Personal and household goods 
retailing 3 1.6 18 15 2.0- 32 
Non-metallic mineral product 
manufacturing 2 1.1 12.5 
Printing, publishing and recorded 
media 2 1.1 13 
Agriculture 1 0.5 10 
Communication services 1 0.5 3 
Mining and construction material 
mining 1 0.5 30 
Total 182 100  
 
 
 
 
 
Table 6.3a shows that USA, Germany and Japan were the major providers of foreign supplies 
for machinery and equipment manufacturing (48.9 %). Asian suppliers provided only 25.9 % 
of supplies in this product category. 
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Table 6.3a Imported Product Categories and Country of Supplier  
IMPORTED PRODUCT CATEGORY COUNTRY %  SUPPLIERS 
USA 28.1 
Germany 12.5 
Japan 8.3 
UK 7.3 
France 6.3 
China 5.2 
Switzerland 4.2 
Austria 3.1 
Italy 3.1 
Sweden 3.1 
Taiwan 3.1 
Canada 2.1 
Denmark 2.1 
India 2.1 
Singapore 2.1 
South Korea 2.1 
Finland 1.0 
Malaysia 1.0 
New Zealand 1.0 
Philippines 1.0 
 
Machinery & equipment 
manufacturing 
(96 suppliers) 
Thailand 1.0 
 
 
Table 6.3b Imported Product Categories and Country of Supplier 
IMPORTED PRODUCT CATEGORY COUNTRY % SUPPLIERS 
USA 21.9 
Malaysia 12.5 
Germany 9.4 
Holland 9.4 
Japan 9.4 
France 6.3 
Belgium 3.1 
China 3.1 
India 3.1 
Indonesia 3.1 
Israel 3.1 
UK 3.1 
Singapore 3.1 
South Korea 3.1 
Switzerland 3.1 
Petroleum, coal, chemical & 
associated product manufacturing 
(32 suppliers) 
Taiwan 3.1 
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It can be seen in table 6.3b that three countries (USA, Malaysia, and Germany) provided 
43.8% of petroleum, coal, and chemicals & associated products suppliers. Seven European 
countries supplied 56.3 % of the supplies of this product category, whilst, eight Asian 
countries provided 40.5 % of the supplies (Table 6.3b). 
 
Table 6.3c shows that American, Indian, and Indonesian suppliers provided 47.3 % of metal 
products. A total of 57.9 % of suppliers in this category of product were not European or 
American suppliers. 
 
Table 6.3c Imported Product Categories and Country of Supplier 
IMPORTED PRODUCT CATEGORY COUNTRY %  SUPPLIERS 
USA 26.3 
India 10.5 
Indonesia 10.5 
Japan 10.5 
Thailand 10.5 
China 1 supplier 
France 1 supplier 
Germany 1 supplier 
Malaysia 1 supplier 
South Africa 1 supplier 
Metal product manufacturing 
(19 suppliers) 
UK 1 supplier 
 
 
 
Table 6.3d Imported Product Categories and Country of Supplier 
IMPORTED PRODUCT CATEGORY COUNTRY NO.  OF SUPPLIERS 
China 2 
Italy 1 
Singapore 1 
South Africa 1 
Turkey 1 
Food, beverage and tobacco 
manufacturing 
(7 suppliers) 
USA 1 
China 4 
France 1 
Textile, clothing, footwear and leather 
manufacturing 
(6 suppliers) New Zealand 1 
 
 
 
A sizeable majority of suppliers of food, beverage and tobacco manufacturing products were 
provided largely (57.2 %) by three countries: China, Italy and Singapore. Overall, 3 suppliers 
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were Asian; and one was European, American, South African or Turkish. China had the most 
suppliers of textile, clothing, footwear and leather manufacturing with two thirds of the 
suppliers coming from that country (Table 6.3d).   
 
 
 
Table 6.3e Imported Product Categories and Country of Supplier 
IMPORTED PRODUCT CATEGORY COUNTRY NO. OF SUPPLIERS 
New Zealand 3 
Germany 1 
Italy 1 
Wood and paper product manufacturing 
(6 suppliers) 
UK 1 
Defense (3 suppliers) USA 3 
USA 2 General Construction (3 suppliers) Germany 1 
China 1 
Italy 1 Personal and household goods retailing (3 suppliers) USA 1 
Taiwan Non-metallic mineral product manufacturing 
(2 suppliers) USA 
South Korea Printing, publishing and recorded media (2 suppliers) USA 
 
 
 
New Zealand had the most suppliers of wood and paper product manufacturing (50%). 
European suppliers made up other 50 %. In the category of General Construction, USA was 
the main supplier (66.7 %). Chinese, Italian and American suppliers had an equal number in 
the category of personal & household goods retailing (Table 6.3e). In the category of non-
metallic mineral products Taiwan and USA were the sole supplying countries. In the category 
of printing, publishing and recorded media, South Korea together with USA provided the 
products.   
 
Table 6.3f Other Imported Product Categories and Country of Supplier 
IMPORTED PRODUCT CATEGORY COUNTRY 
Agriculture (1 supplier) USA 
Communication services  (1 supplier) USA 
Mining and construction material mining    (1 supplier) USA 
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Some categories of products were provided exclusively by one country: USA. These 
categories were Defense  (Table 6.3e), Agriculture, communication services and mining and 
construction material mining (Table 6.3f).  All suppliers in four product categories were ISO 
9000 certified, namely wood and paper product manufacturing, printing publishing and 
recorded media, agriculture, and mining and construction material mining.  Two other 
categories presented high levels of certification: metal products (89.5 %) and machinery & 
equipment products (79.2 %). About 60 percent of the customers of the purchasing companies 
require ISO certification in the category of metal products. Only one third of suppliers of 
clothing, footwear and leather products were certified (Table 6.4).   
 
Table 6.4 Product Categories vs. Supplier with ISO 9000 Certification and Customer 
requiring ISO 9000 Certification. 
No. (%) of suppliers 
holding    ISO 
Certification 
No. (%) of customers 
requiring      ISO 
Certification PRODUCT 
CATEGORY 
Yes Not Sure /No Yes /Some times 
Don’t know 
/No 
Machinery & equipment 
manufacturing 
76  
(79.2) 20  (20.8) (30)  31.2 66  (68.8) 
Petroleum, coal, chemical 
& associated product 
manufacturing 
21  
(65.6) 11  (34.4) 6  (18.8) 26  (81.2) 
Metal product 
manufacturing 
17  
(89.5) 2  (10.5) 11  (57.9) 8  (42.1) 
Food, beverage and 
tobacco manufacturing 4  (57.1) 3  (42.9) 1  (14.3) 6  (85.7) 
Textile, clothing, footwear 
and leather manufacturing 2  (33.3) 4  (66.7) 1  (16.7) 5  (83.3) 
Wood and paper product 
manufacturing 6  (100) 0 1   (16.7) 5  (83.3) 
Defense 2  (66.7) 1  (33.3) 2  (66.7) 1  (33.3) 
General Construction 2  (66.7) 1  (33.3) 0 3  (100) 
Personal and household 
goods retailing 2  (66.7) 1  (33.3) 1  (33.3) 2  (66.7) 
Non-metallic mineral 
product manufacturing 1  (50) 1  (50) 0 2  (100) 
Printing, publishing and 
recorded media 2  (100) 0 1  (50) 1  (50) 
Agriculture 1  (100) 0 0 1  (100) 
Communication services 0 1  (100) 0 1  (100) 
Mining and construction 
material mining 1  (100) 0 1  (100) 0 
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Table 6.5a Suppliers holding ISO 9000 Certification 
 Suppliers holding ISO 9000 certification 
Yes 137 suppliers (75.3 %) 
No 35 suppliers (19.2 %) 
The purchaser was not sure 10   suppliers (5.5 %) 
 
 
 
 
Table 6.5b Size of Company vs. Supplier with ISO 9000 Certification and Customer 
requiring ISO 9000 Certification. 
No. (%) of suppliers 
holding         ISO 
Certification 
No. (%) of customers 
requiring ISO Certification
Company Size 
(No. Employees) 
No. 
of 
Firms 
Yes Not sure / No 
Yes  / 
Sometimes 
Don’t know/ 
No 
1 - 4 8 5 (62.5) 3 (37.5) 1 (12.5) 7 (87.5) 
5 - 19 14 9 (64.3) 5 (35.7) 2 (14.2) 12 (85.7) 
20 - 99 43 29 (67.4) 14 (32.6) 7 (16.3) 36 (83.7) 
100 - 199 28 22 (78.6) 6 (21.4) 16 (57.1) 12 (42.9) 
200   or more 89 72 (80.9) 17 (19.1) 29 (32.5) 60 (67.4) 
Total 182 137 (75.3) 45 (24.7) 55 (30.2) 127 (69.8) 
 
 
Tables 6.5a and 6.5 b shows that on the whole, the foreign suppliers were certified to ISO 
9000 (75.3 %). In the sample, most Australian companies preferred to work with foreign 
supplying companies holding ISO 9000 certification. Australian companies, with 100-199 
employees (78.6), and with 200 or more employees (80.9 %) were the most interested in ISO 
9000 certification. Most of the participants in the survey (49 %) worked for big companies or 
medium size companies with 20-99 employees (Table 6.6). 
 
 
Customers of Australian importers with 100-199 employees were the more concerned with 
purchasing from ISO 9000 certified foreign companies (about 57 %), followed by companies 
with 200 or more employees (about 33 %). A similar pattern (about 36 % and 19 % 
respectively) was observed in both segments when purchasers were asked if they thought ISO 
9000 certification was gaining new customers (Table 6.6).   
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Table 6.6 Size of Company vs. Customer’s Requirements of ISO 9000 Certification 
Companies 
per 
segment 
No. (%) Customers 
requiring ISO 9000 
certification 
% Purchasers thinking that 
ISO 9000 certification is 
gaining new customers 
 
Company Size 
(No. Employees) 
No. % Yes / Sometimes 
Yes / Some cases 
(Government) 
1 - 4 8 4.4 1  (12.5) 0 
5 - 19 14 7.7 2  (14.2) 0 
20 - 99 43 23.5 7  (16.3) 5  (11.6) 
100 - 199 28 15.4 16  (57.1) 10  (35.7) 
200 or more 89 4 9 29  (32.5) 17  (19.1) 
Total 182 100 55  (30.2) 32  (17.6) 
 
Only two purchasing managers in the sample, one from a company with 20-99 employees, 
and another one from a company with 200 or more employees, answered that the ISO 
certification is gaining new customers in government departments. 
 
Table 6.7 Size of Company vs. Years of Commercial Relationship 
Years of commercial relationship Company Size 
(No. Employees) Mean Range Std. Dev. 
1-4 11.3 2 – 30 9.3 
5-19 16.1 2 – 38 9.3 
20-99 12 1 – 50.5 10.8 
100-199 10.9 0.5 – 30 7.4 
200 or more 13.7 1.0 - 75 7.4 
All Companies 12.9 0.5 - 75 10.9 
 
Australian firms with 5-19 employees and 200 employees or more have more long lasting 
commercial relationships with foreign suppliers (Table 6.7). However, small companies 
showed a smaller range of variability although this may be because of a smaller number of 
participants from those companies. 
 
Table 6.8 Years of Commercial Relationship with Supplier holding ISO 9000 Certification  
Years of commercial relationship Supplier holding ISO 9000 
certification Mean Median Std. Dev. 
Yes 13.48 10.00 11.56 
No 12.93 10.00 9.02 
Not sure 5.70 5.75 3.37 
 
  
 
 125
 
Table 6.8 shows that the length of the commercial relationship with suppliers holding ISO 
9000 certification  (13.5 years) does not differ much from suppliers without the certification  
(12.93 years).  
 
Table 6.9 Suppliers holding ISO 9000 Certification per Country 
No. (%) of suppliers with Certification SUPPLIER’S COUNTRY Yes No / Not Sure 
USA 40 (78.4) 11  (21.6) 
Germany 14  (77.8) 4  (22.2) 
China 5 (35.7) 9  (64.3) 
Japan 12  (92.3) 1  (7.7) 
France 7  (70.0) 3  (30.0) 
UK 8  (80.0) 2  (20.0) 
Malaysia 4  (66.7) 2  (33.3) 
Italy 5  (83.3) 1  (16.7) 
India 5  (100) 0 
New Zealand 4  (80.0) 1  (20.0) 
Switzerland 1  (20.0) 4  (80.0) 
Taiwan 2  (40.0) 3  (60.0) 
Singapore 4  (100) 0 
South Korea 4  (100) 0 
Austria 1  (33.3) 2  (66.7) 
Indonesia 3  (100) 0 
Holland 2  (66.7) 1  (33.3) 
Sweden 3  (100) 0 
Thailand 3  (100) 0 
Canada 2  (100) 0 
Denmark 2  (100) 0 
South Africa 1 (50) 1  (50) 
Belgium 1 supplier 0 
Finland 1 supplier 0 
Israel 1 supplier 0 
Philippines 1 supplier 0 
Turkey 1 supplier 0 
 
 
All suppliers from India, Singapore, South Korea, Indonesia, Thailand, Philippines, the 
Middle East, Scandinavia, Canada, Denmark, and Belgium held ISO 9000 certification. 
However, most Chinese suppliers (64.3%) and Swiss suppliers (80%) were not certified. 
(Table 6.9). 
  
 
 126
 
 
 
Table 6.10 Constraint of Purchasing Decision in the Sample 
PURCHASING DECISION CONSTRAINED? Frequency Percent Cumulative Percent 
YES 45 24.7 24.7 
NO 137 75.3 100.0 
TOTAL 182 100.0  
 
 
About three quarters of Australian purchasing manager respondents said that there were no 
constraints regarding their buying decision-making (Table 6.10).  
 
 
Table 6.11 Area/Department constraining Decisions of Purchasers 
CONSTRAINING AREA OR 
DEPARTMENT Frequency Percent 
Quality 12 6.6 
Quality & Marketing 1 0.5 
Quality & Legal 1 0.5 
Design 2 1.1 
Legal 7 3.8 
Commercial 7 3.8 
Government to Government Sales 4 2.3 
Head Office, Overseas Corporate Office 6 3.3 
Defence & security 3 1.6 
Finance 2 1.1 
No constraining area 137 75.3 
Total 182 100 
 
 
 
When the purchasing decision was constrained (Table 6.11), the Quality department was the 
most important area of constraint (7.6 %) followed by the Legal and Commercial departments 
(3.8 % each). 
 
 
Table 6.12 shows that when asked to indicate what was the main purchasing constraint, the 
managers referred to quality, design, engineering or manufacturing specifications (8.8 % of 
the participants).  
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Table 6.12 Constraints to purchasing decisions 
WHAT CONSTRAINS BUYING DECISION Frequency Percent 
Quality, Design, Engineering or Manufacturing 
specifications 16 8.8 
Company Policy 8 4.4 
Commercial specifications 6 3.3 
Legal [contractual] specifications 6 3.3 
Government regulations 5 2.7 
Certification necessary, 
documentation should be satisfactory 2 1.1 
Financial specifications 1 0.5 
New business restrictions 1 0.5 
No constraint 137 75.3 
Total 182 100.0 
 
 
 
Buying constraints were a concern for about a quarter of all the purchasing managers 
participating in the study. A substantial 60 % of constrained managers said their decisions 
were strongly affected (Tables 6.10 and 6.13).  
 
 
 
Table 6.13 Extent to what the Purchasing Decision is Influenced 
Extent of influence Frequency Percent Cumulative Percent 
No influence at all 137 75.3 75.3 
Very weak influence 2 1.1 76.4 
Mild influence 6 3.3 79.7 
Strong influence 10 5.5 85.2 
Very strong influence 27 14.8 100 
Total 182 100.0  
 
 
 
 
The extent of constraint varied depending on the type of constraint. Table 6.14 shows that the 
segment with a “very strong” influence for purchasing decisions was that regarding design, 
quality performance and product specifications (eight managers) followed by company policy 
(6 managers) and legal and contractual specifications (6 managers). Satisfactory 
documentation of certification, financial and new business restrictions were reported to be  
“very strong” constraints in one case each (Table 6.14).    
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Table 6.14 Purchasing Constraints vs. To What Extent Decision is Constrained 
To what extent decision is 
influenced* (Frequency) CONSTRAINT 
1 2 3 4 5 
Total 
Design, quality performance and product 
specifications  2 1 5 8 16 
Company policy    2 6 8 
Legal [contractual] specifications     6 6 
Commercial specifications   2 2 2 6 
Government (to government) regulations   3  2 5 
Financial specifications     1 1 
Documentation of certification should be 
satisfactory    1 1 2 
New business restrictions     1 1 
No constraint at all 137     137 
Total: 137 2 6 10 27 182 
Note*:  1 = No influence, 2 = very weak influence, 3 = mild influence, 4 = strong influence, 5 = very 
strong influence. 
 
 
Table 6.15 Imported Product Category vs. Constraining Area or Department (Frequency) 
Constraining area or department 
(Frequency) PRODUCT CATEGORY 
A B C D E F G H I J
Food, beverage and tobacco manufacturing       1    
Textile, clothing, footwear and leather 
manufacturing    1       
Petroleum, coal, chemical & associated product 
manufacturing 3  1  1  1    
Metal product manufacturing 1  3 1    1  1
Machinery & equipment manufacturing 8 6 2 2 2 2  1 1  
General Construction   1        
Personal and household goods retailing  1  1       
Defence     1 1     
Mining and construction material mining    1       
Total (45 cases) 12 7 7 6 4 3 2 2 1 1
Note: A= Quality, B=Legal, C=Commercial, D= Parent company, E=Government, F=Defence & 
Security, G=Finance, H= Design, I=Quality & Marketing, J=Quality & legal.  
 
 
The great majority of the purchasing managers regarded their main foreign suppliers as 
“suppliers” (87.9 %), followed by 12 purchasers (6.6 %) that considered them as “partners”. 
Ten companies (5.5 %) reported their main foreign supplier was a sister or a parent company 
(Table 6.16). 
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Table 6.16 Classification of Foreign Suppliers 
Main overseas supplier is reported as Frequency Percentage 
Main foreign supplier 160 87.9  % 
Commercial partner 12 6.6 % 
Parent/sister company 10 5.5  % 
Total 182 100 
 
The size of the company did not significantly influence the preference for purchase from 
suppliers of a specific region of the world (Table 17). 
  
Table 6.17 Effect of the Size of the Company on the Selection of the Region of Suppliers 
Size of company (Number of employees) 
REGION 1-4 5-19 20-99 100-199 
200 or 
more Total 
Europe 3 7 16 10 31 67 
USA & Canada 2 3 12 7 29 53 
Asia 2 3 14 11 28 58 
Turkey, South Africa and Israel 1 1 1 0 1 4 
Total 8 14 43 28 89 182 
 
 
 
6.3 Reliability of Indicators Measuring the Theoretical Constructs 
 
This section contributes to the justification of the choice of the indicators used to measure the 
theoretical constructs. The method used to measure reliability was the approach based on 
internal consistency.  Internal consistency is the degree of inter-correlations among the items 
that constitute the scale. This method requires only one administration and is the most general 
and effective method. Internal consistency is estimated using the Cronbach’s alpha coefficient 
(Jashapara, 2003; Sarantakos, 1998, p. 83). Although one sub-scale (trust) fell marginally 
below the recommended 0.7 cut-off (Nunnally, 1967, pp. 219, 220), with Cronbach’s 
 α coefficient of 0.69, coefficients above 0.6 are acceptable, particularly for developmental 
studies (Lau et al., 2003, Nunnally, 1967, p. 245).  
 
The SPSS software was used to calculate the Cronbach  α coefficients.  All of the original 
scales were internally consistent and had acceptable reliability values.  The Cronbach 
 α coefficients for all of the theoretical constructs exceeded the recommended reliability 
threshold. Furthermore, the overall Cronbach  α coefficient for the social bonds construct was 
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0.94, well above the critical value. The reliability of the individual indicators used to measure 
the theoretical constructs are presented below. 
 
 
 
6.3.1 Social Bonds between Foreign Suppliers and Purchasers 
 
 
 This construct was measured taking into account five sub-constructs developed from 
previously validated research. Given that trust and commitment are the two most important 
measures in relationship marketing, five items were developed to measure each of these 
categories and two indicators were formulated for each of the other three sub-constructs.  
 
Trust was interpreted as confidence in the supplier’s reliability and integrity. Five items were 
adapted from past research (Babar & Prasad, 1998; Turnbull, 1985). The analysis revealed 
that maximisation of the Cronbach α coefficient would require eliminating two items for this 
category. Two items were dropped from the original set to achieve maximisation of the 
Cronbach α coefficient. The resulting Cronbach  α coefficient was 0.69 (Table 6.18). 
 
 
Table 6.18 Indicators of Trust ( Cronbach  α  Coefficient = 0.69) 
Item 22 Our major foreign supplier will not take unexpected actions that would result in negative outcomes for our business 
Item 23 We have an overall expectancy that our main foreign supplier is honest 
Item 24 We have a generalized expectancy that our main foreign supplier is a non-opportunistic business partner 
 
 
Commitment was defined as the willingness to make long-term investments with the 
expectation of realising benefits from the relationship.  The five items used in this study were 
based on the scale developed by Moore and Cunningham (1999) and by insights provided by 
other researchers (Nielson, 1998; Perry et al., 2002). The Cronbach  α coefficient  for these 
measures was 0.91 (Table 6.19).  
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Table 6.19 Indicators of Commitment ( Cronbach α Coefficient = 0.91) 
Item 27  Our main foreign supplier has worked to develop a long productive relationship with our company 
Item 28 Our main foreign supplier seeks to be one of our long-term commercial partners 
Item 29 Our main foreign supplier is prepared to make a long-term investment in helping us 
Item 30 Our main foreign supplier is willing to dedicate whatever people and resources it takes to make us a satisfied customer  
Item 33 The relationship with our main foreign supplier encourages us to invest in mutual development 
 
 
Conflict management was defined in this study as the constructive handling of disagreement. 
Two items for conflict management were adapted from the work of Moore & Cunningham 
(1999). Other research (Appelbaum & Shapiro, 1998; Katsikeas & Piercy, 1991; Perry et al., 
2002; Wong et al., 1999), contributed insights to formulate the measurement scale. The 
Cronbach  α coefficient obtained was 0.78 (Table 6.20). 
 
Table 6.20 Indicators of Conflict Management ( Cronbach α Coefficient = 0.78) 
Item 36 Our firm agrees with our supplier on the business priorities of the relationship 
Item 37 Our firm agrees with our main foreign supplier on the way services are provided 
 
Cooperation was defined as communication and joint action to achieve mutual goals 
(Campbell, 1998a). Complementary insight in the measurement of cooperation was provided 
by Gudum & Kavas  (1996) and Love & Gunasekaram (1999). This sub construct was 
measured using two items. The Cronbach  α coefficient for these items was 0.84 (Table 6.21).  
 
Table 6.21 Indicators of Cooperation ( Cronbach α Coefficient = 0.84) 
Item 25 Our main foreign supplier participates readily in joint decision making 
Item 26 Our main foreign supplier cooperates closely with us in optimizing our cost of doing business 
 
Equity is defined as a sense of fairness, which does not necessarily require that inputs or 
outcomes be always divided equally among participants. The two items used to measure 
equity were adjusted from the work of Moore & Cunningham (1999).  The Cronbach 
 α coefficient obtained was 0.78 (Table 6.22). 
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Table 6.22 Indicators of Equity ( Cronbach α Coefficient = 0.78) 
Item 31 Our main foreign supplier shares both the commercial benefits and burdens associated with supplying our demand. 
Item 32 The relationship with our main foreign supplier is fair and equitable. 
 
The overall Cronbach  α Coefficient for the social bonds construct was 0.94. 
 
 
6.3.2 Culture Affinity 
 
 The definition of this construct is that mentioned in the development of the conceptual model 
(Conway & Swift, 2000; Hallen & Wiedersheim-Paul, 1984; Phillips et al., 1994). Four items 
were adapted from previous research concerning   supplier’s similarity and affinity namely: 
cultural barriers (Gudum & Kavas, 1996; Turnbull, 1985), ethnic background (Ghymn et al., 
1999), language competency (Babar & Prasad, 1998; Turnbul, 1985), and cultural strategy   
(Babar & Prasad, 1998; Gulbro & Herbig, 1995). The insights gleaned from the work of other 
researchers (Balabanis et al., 2002; Conway & Swift, 2000) also contributed to the 
operationalization of these items. The resulting Cronbach  α coefficient was 0.77 (Table 
6.23). 
 
Table 6.23 Indicators of Culture Affinity ( Cronbach α coefficient = 0.77) 
Item 1 Language barriers do not cause problems in communicating with our main foreign supplier  
Item 2 Cultural barriers do not make it difficult to establish successful relationships with our main foreign supplier 
Item 3 
Given the cultural/ethnical background of the country of our main foreign 
supplier, the perceived quality of the products we import from our main foreign 
supplier is acceptable to the Australian customers we serve 
Item 4 Our main foreign supplier has strategies to overcome potential cultural differences with us 
 
 
 
6.3.3 Perceptions of Supplier’s Quality 
 
 The perception of supplier’s quality was measured using two approaches. Firstly, we 
measured quality from a perspective of service quality and quality satisfaction. One indicator 
was developed drawing on research of Love and Gunasekaram (1999) regarding the use of 
process thinking  to resolve complaints (item 14). Two items (18 and 19) were adapted based 
on research of delivery performance by Babar and Prasad (1998), Ghymn et al. (1999),  Tan et 
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al. (2002), and Turnbull (1985). The work of other researchers provided additional insight to 
operationalize these items (Dabholkar, Thorpe, & Craig, 1996; Parasuraman, Zeithaml, & 
Berry, 1988; Samson & Terziovski, 1999; Sila & Ebrahimpour, 2002; Tan et al., 1999). The 
resultant Cronbach  α coefficient was 0.83 
 
Secondly, we used two statements (items 13 and 15) to measure the perceptions of supplier’s 
quality management system. Insights from research on total quality management contributed 
to the development of the indicators (Gupta & Graham, 1996; Samson & Terziovski, 1999; 
Sila & Ebrahimpour, 2002; Terziovsky & Dean, 1998).  The Cronbach  α coefficient was 0.76  
The overall Cronbach  α coefficient for perceptions of supplier’s quality was 0.85 (Table 
6.24). 
 
Table 6.24 Indicators of perceptions of supplier’s quality ( Cronbach α coefficient = 0.85) 
Item 14 Our main foreign supplier has the ability to resolve our complaints by analyzing issues, events, and processes.  
Item 18 Our main foreign supplier strives successfully to deliver product and service quality in each order 
Item 19 Our main foreign supplier delivers our orders to enable our production to be on schedule 
Item 13 The Quality Management System of our main foreign supplier enables it to deliver excellent service and products to our company 
Item 15 The effectiveness of the Quality Management System of our main foreign supplier is above the industry’s average 
 
 
6.3.4 ISO 9000 Certification 
 
 The perceptions of foreign ISO 9000 certification were operationalised with four items 
developed from research discussing the relevance of quality management systems 
certifications in the supply chain. The following perceptions were studied: ISO9000 
certification reliability to ensure quality of imports, ISO 9000 certification as an indicator of 
supplier’s competitive position, ISO 9000 certification issued in foreign countries as a 
facilitator to compete successfully in global markets, and ISO certification issued in foreign 
countries as an equivalent to the Australian certification. A composite measure of this 
construct (four items) was developed from the insight of previous studies (Motwani, al., 1999; 
Sila & Ebrahimpour, 2002; Vertinsky & Zhou, 2000; Yung, 1997). The Cronbach 
 α coefficient for this construct was 0.86 (Table 6.25). 
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Table 6.25 Indicators of perceptions of ISO 9000 Certification  ( Cronbach α coefficient = 0.86) 
Item 9 
The ISO Certification issued by a certification body accredited in the country of our 
main foreign supplier is a reliable framework to ensure that the quality of our imports is 
acceptable to our Australian customers. 
Item 10 The ISO Certification issued by a certification body of the country of our main foreign supplier enhances our supplier’s competitive position and assures us of their competence 
Item 11 
The ISO Certification issued by a certification body of the country of our main foreign 
supplier enables manufacturing firms in that country to compete successfully in global 
markets 
Item 12 
The ISO Certification issued by a certification body of the country of our main foreign 
supplier is equivalent to the ISO 9000 certificate issued by an Australian certification 
body 
 
 
6.3.5 Country of Origin (COO) Effect 
 
 Two items were adapted to measure perception of the country of design (COD) and country 
of manufacturing (COM) from research of Quester et al. (2000) measuring the COO effect. 
The resulting Cronbach  α coefficient was 0.84 (Table 6.26). 
 
Table 6.26 Indicators of COO effect ( Cronbach α coefficient = 0.84) 
Item 6 Information about the country in which the product was designed is an important element influencing our purchasing decision 
Item 7 Information about the country where the product was manufactured is part of our criteria influencing our purchasing decision 
 
 
6.4 Construct Assessment  
 
Once the reliability of the observed variables was examined it was critical to develop 
sufficiently detailed analysis of the constructs that are targeted for assessment.  This section 
analyses the association of the indicators when interacting as a whole. Developing a construct 
statement is essential to make sure that each construct does not inadvertently measure traits 
that are extraneous to the individual construct. 
 
 
6.4.1 Exploratory Factor Analysis 
 
A basic prerequisite for construct validity checking is the concept of unidimensionality i.e. the 
extent to which items on a factor (Table 6.27) constitute or govern one single construct 
(Ahire, Golhar, & Waller, 1996).   
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Table 6.27 Exploratory Factor Analysis. Extraction Method: Principal Axis Factoring. 
Factors/variables Factor loadings 
Factor 1. Strength of the relationship (previously “social bonds”). α= 0.90  
Our main foreign supplier is prepared to make a long term investment with us 0.97 
Our main foreign supplier has worked to develop a long-term productive relationship with 
our company 0.85 
Our main foreign supplier is willing to dedicate whatever people and resources it takes to 
make us a satisfied customer 0.75 
The relationship with our main foreign supplier encourages us to invest in mutual 
development 0.70 
Our main foreign supplier participates readily in joint-decision making 0.64 
Our firm agrees with our main foreign supplier on the business priorities of the 
relationship 0.48 
Factor 2. Cultural Affinity. α= 0.74  
Cultural barriers do not make it difficult to establish successful relationships with our 
main foreign supplier  0.88 
Language barriers do not cause problems in communicating with our main foreign 
supplier 0.85 
Our main foreign supplier has strategies to overcome potential cultural differences with us 0.36 
Factor 3. Quality reliability (previously “perceptions of supplier’s quality). α= 0.80  
Our main foreign supplier has the ability to resolve our complaints by analysing issues, 
events, and processes -0.77 
Our main foreign supplier delivers our orders to enable our production to be on schedule  -0.76 
The Quality Management Systems of our main foreign supplier enables it to deliver 
excellent service and products to our company -0.74 
We have an overall expectancy that our main foreign supplier is honest -0.46 
Our main foreign supplier will not take unexpected actions that would result in negative 
outcomes for our business -0.42 
Factor 4. ISO 9000 certification. α= 0.86  
The ISO 9000 certification issued by a certification body of the country of our main 
foreign supplier enhances our supplier’s competitive position and assures us of their 
competence 
0.87 
The ISO 9000 Certification issued by a certification body accredited in the country of our 
main foreign supplier is a reliable framework to ensure that the quality of our imports is 
acceptable to our Australian customers 
0.86 
ISO 9000 Certification issued by a certification body of the country of our main foreign 
supplier enables manufacturing firms in that country to compete successfully in global 
markets 
0.84 
The ISO 9000 certification issued by a certification body of the country of our main 
foreign supplier is equivalent to the ISO 9000 certificate issued by an Australian 
certification body 
0.55 
Factor 5. Country of Origin (COO) effect. α= 0.84  
Information about the country in which the product was designed is an important element 
influencing  our purchasing decision 1.0 
Information about the country where the product was manufactured is part of our criteria 
influencing our purchasing decision 0.72 
Rotation Method: Oblimin with Kaiser Normalization. 
Kaiser-Meyer-Olkin coefficient: 0.82 
Bartlett’s test of Sphericity: Approx Chi-square: 1835.49, df = 190, Sig. = 0.00  
 
Hence, an exploratory factor analysis (EFA) using Principal Axis Factoring with oblimin 
rotation was undertaken in order to uncover the latent factors based on item loadings. The 
oblique rotation method was chosen because the factor axes do not need to be orthogonal, 
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allowing more flexibility. Kaiser’s criterion was used as the criterion for the retention of 
factors (Pallant, 2001, p. 153).  
 
Those items with factorial load lower than 0.35 were eliminated. It was observed that the 
overall structure of three of the theoretical constructs remained. However, that was not the 
case for the “social bonds” and “perceptions of supplier’s quality” constructs. The EFA 
(Table 6.27) shows that trust; a conceptual sub-dimension of the theoretical “social bonds” 
construct proposed previously, is associated to the “perception of supplier’s quality” 
construct. The resulting composite factor “perception of supplier’s quality + trust” was 
labelled as “Quality Reliability” (Factor 3). Factor 1, that is “social bonds” – trust, was 
labelled as “strength of the commercial relationship”. The three remaining factors retained 
their original labels namely “Culture Affinity” (Factor 2), “ISO 9000 Certification” (Factor 
4), and “Country of Origin (COO) Effect” (Factor 5). The factors obtained in this EFA have 
Cronbach  α coefficient equal to or above 0.8 except for the Culture Affinity factor (Cronbach 
 α coefficient = 0.74).  
 
6.5 Construct Assessment Using Structural Equation Modelling  
 
 
Before testing the hypotheses and evaluating the full structural model, it is critical to test the 
validity of the constructs. Structural equation modelling (SEM) is a technique, which 
effectively subsumes a whole range of standard multivariate analysis methods, including 
regression, factor analysis and analysis of variance. A structural equation model thus consists 
of two components, the “measurement model”, in which latent variables (theoretical 
constructs) are proposed and tested through confirmatory factor analysis (CFA), and the 
“structural model”, in which the constructs are linked together by means of hypotheses in a 
relational way.  The measurement model is based on a priori information, from EFA, about 
the data structure. The measurement model, then, represents the CFA. This model specifies 
the pattern by which each measure loads on a particular factor or unobserved variable (Bollen, 
1989, pp. 188, 256).   
 
The software AMOSTM 4.01 was used in the present study to develop the measurement 
model. Model specification is the exercise of formally stating the model. A one-factor 
congeneric measurement model is the simplest form of a measurement model. Hence, the 
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initial step involved drawing five congeneric models for each of the five constructs 
(Appendices B and C). The congeneric models provided an estimate of the correlation 
between each factor (unobserved variable) and the observed variables. For measurement 
models to be identified, the requirement is that there should be more knowns than unknowns 
(more distinct elements being analysed than there are parameters to be estimated). In dealing 
with the intricacies of developing measurement models, researchers have developed a number 
of rules of thumb. For example, the “Three Measure Rule” states that a congeneric model is 
identified if every construct has at least 3 indicators. The “Two Measure Rule” states that a 
measurement model is identified if every construct has at least two indicators AND every 
construct is correlated with at least one other construct (Bollen, 1989, pp. 244-247 ; Bollen, 
1990).   
 
The five individual congeneric models are presented in Appendices B and C. Factor five, i.e. 
COO effect, has two measures and zero degrees of freedom. However, according to the  “Two 
measure rule”, the COO effect factor can be included in the measurement model (i.e. the CFA 
model) depicting the correlations between the five constructs and their observed measures 
(Bollen, 1989, p. 246).   
 
 
6.5.1 Content Validity 
 
 
A major advantage of SEM is that it provides a bridge between the theoretical and empirical 
aspects of behavioural research. Given that all aspects of structural equation modelling must 
be directed by theory, it was deemed necessary to review content validity for Factor 3 (quality 
reliability) searching for evidence of the dimension of trust within the dimension of quality.  
The original construct, perception of supplier’s quality, did not include the dimension of trust. 
The literature reveals that the concept of trust in industrial markets is constituted by a number 
of dimensions namely honest/candid, competent, likeable/friendly, dependable/reliable and 
the length of the relationship (Swan & Trawick, 1987). It is also recognized that trust as an 
absolute construct is meaningless. Trust is a contextual dimension, situationally constructed, 
learned and reinforced over consecutive transactions. Trust is not only motive-based but 
competence-based (Atkinson & Butcher, 2003).    
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The evidence shows that, in the domain of service quality, it is possible to find an overlap 
between trust, defined as confidence and reliability, and service quality. Previous research 
(Dabholkar et al., 1996; Parasuraman et al., 1988) include reliability as one of five dimensions 
of service quality.  These findings from previous research support content validity for Factor 3 
(quality reliability).  
 
 
6.5.2 Discriminant Validity and Confirmatory Factor Analysis 
 
 
A discriminatory validity test was conducted assessing structure coefficients in conjunction 
with pattern coefficients (Gorsuch, 1983, p. 207; Thompson, 1997). One item of Culture 
Affinity (Factor 2) was dropped due to its low item-to-total correlation. The new Cronbach 
 α coefficient of the scale measuring Factor 2 was 0.84.  All the refined constructs have 
Cronbach α coefficients equal to or above 0.8.   The remaining structure for each of the five 
latent variables is shown in Table 6.28.  
 
The measurement model should get acceptable goodness of fit before testing the structural 
model. A number of structural fit measures were examined (See Table 6.26) recognizing their 
strengths and weaknesses to provide convergence evidence of fit (Bollen, 1989, pp. 256-288; 
Byrne, 2001, pp. 79-88).  
 
Chi-square (χ2) is not a satisfactory indicator of model fit. As the sample becomes larger, the 
discrepancy will increase and the p value will be closer to zero. The normed χ2 value (χ2/df), 
a more pragmatic approach to the fit, indicates a good fit (1.76).  The Goodness of Fit index 
(GFI) was reasonably good at 0.88. However, researchers recommend the comparative fit 
index (CFI) and Tucker-Lewis Index (TLI) as alternative measures of fit, as they are not 
influenced by variations of sample size and non-normality of the measures. The TLI index 
evaluates the model based on fitting the baseline or independence model (Noronha, 1999). 
The Incremental Index of Fit (IFI) takes into account the degrees of freedom and addresses 
issues of parsimony and sample size (Byrne, 2001, p. 83). These three indices exceed the 
advocated 0.9 range.  
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The root mean square error of approximation (RMSEA), provides one of the most important 
criteria regarding covariance structure modelling (Byrne, 2001, p. 84). This index takes into 
account the error of approximation in the population, i.e. that models that hold approximately 
in the population will be rejected in large samples. Thereby, RMSEA takes into account the 
error of approximation in the population and relaxes the requirement on χ2  that the model 
holds exactly in the population. In contrast to point estimates to assess model fit, MacCallum 
et al. (1996) calls for the use of confidence intervals to assess the precision of the estimate.  
 
A 90 % confidence interval assessing the precision of the RMSEA estimate provides more 
assistance in the evaluation of the fit (Arbuckle & Wothke, 1999; Byrne, 2001, p. 85). Thus 
the RMSEA value for our measurement model is 0.065 and we can be 90 % confident that the 
true RMSEA value will fall within the bounds of 0.051 and 0.078. RMSEA values less than 
0.08 and higher than 0.05 indicates reasonable fit (Holmes-Smith, 2003, p. 5-3).  
 
 
The use of multiple fit indices provided further evidence for construct validity showing that 
observed variables (indicators) were significantly related to their specified constructs and the 
measurement model is acceptable (Table 6.29).  
 
 
Table 6.28 Goodness of Fit Indices. Confirmatory Factor Analysis 
INDICES GOODNESS OF FIT 
Chi-square  (χ2  ) 250.9 
Degrees of freedom (df) 143 
Probability level (p) 0.000 
Normed Chi-square (χ2/df) 1.76 
Goodness-of-Fit (GFI) 0.88 
Adjusted Goodness-of-Fit Index (AGFI) 0.84 
Incremental Index of Fit (IFI) 0.94 
Tucker-Lewis Index (TLI) 0.92 
Comparative Fit Index (CFI) 0.94 
Root Mean-Square Error of Approximation (RMSEA) 
90% confidence interval ranging from 0.051 to 0.078 0.065 
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Table 6.29 Construct Definition and Discriminant Validity using Structure Coefficients in Confirmatory Factor Analysis 
 
                           Factor Patterns and Structure Coefficients. Measurement Model
FACTORS F1 α=0.90 F2 α=0.84 F3 α=0.80 F4 α=0.86 F5 α=0.84
No item/Observed Variable: Pattern  Structure Pattern   Structure Pattern  Structure Pattern  Structure Pattern  Structure
29. Supplier prepared for a long-term investment in helping us 0.875 0.875 0 0.261625 0 0.508375 0 0.105875 0 0.158375
27. Supplier worked to develop a long productive relationship 0.82 0.82 0 0.24518 0 0.47642 0 0.09922 0 0.14842
30. Supplier is willing to make us a satisfied customer 0.765 0.765 0 0.228735 0 0.444465 0 0.092565 0 0.138465
F1 33. Supplier encourages us to invest in mutual development 0.81 0.81 0 0.24219 0 0.47061 0 0.09801 0 0.14661
25. Supplier participates readily in joint decision making 0.722 0.722 0 0.215878 0 0.419482 0 0.087362 0 0.130682
36. We agree with our supplier on the business priorities 0.676 0.676 0 0.202124 0 0.392756 0 0.081796 0 0.122356
F2 1. Language barriers do not cause problems in communication 0 0.241293 0.807 0.807 0 0.197715 0 0.093612 0 -0.01856
2. Cultural barriers do not make it difficult for  relationships 0 0.271193 0.907 0.907 0 0.222215 0 0.105212 0 -0.02086
13. Supplier's QMS enables us to deliver excellent service/products 0 0.384622 0 0.16219 0.662 0.662 0 0.088708 0 0.13571
19.Supplier delivers our orders to enable us to be on schedule 0 0.457828 0 0.19306 0.788 0.788 0 0.105592 0 0.16154
F3 14. Supplier has ability to resolve complaints by analyzing issues 0 0.450856 0 0.19012 0.776 0.776 0 0.103984 0 0.15908
23. We have an overall expectancy that our supplier is honest 0 0.33698 0 0.1421 0.58 0.58 0 0.07772 0 0.1189
22. Our supplier will not take unexpected (negative) actions 0 0.344533 0 0.145285 0.593 0.593 0 0.079462 0 0.121565
9.ISO cert. is a reliable framework to ensure quality of imports 0 0.102003 0 0.097788 0 0.112962 0.843 0.843 0 0.043836
F4 10. ISO cert. enhances their competitiveness/assures competence 0 0.10527 0 0.10092 0 0.11658 0.87 0.87 0 0.04524
11. ISO cert. enables manufacturing firms to compete globally 0 0.098978 0 0.094888 0 0.109612 0.818 0.818 0 0.042536
12. Supplier's ISO cert. equivalent to the Australian certification 0 0.070543 0 0.067628 0 0.078122 0.583 0.583 0 0.030316
F5 6. Information about the COD influences purchasing decision 0 0.177742 0 -0.02259 0 0.20131 0 0.051064 0.982 0.982
7. Information about COM is part of  criteria for purchasing 0 0.133397 0 -0.01695 0 0.151085 0 0.038324 0.737 0.737
Notes:
1. Fixed parameters are presented as zeros. 
2. Factor variances were constrained to be unity, whereas factors correlations were freed to be estimated (Arbuckle & Wothke, 1999).
3. Factor Pattern Coefficients = standaradized Factor-Measure correlation weights obtained with AMOSTM 4.01
4. Structure Coefficient = Factor pattern coefficient  *   Covariance between factors (obtained with AMOSTM 4.01)
5. Gorsuch (1983, p. 207), defined Structure Coefficientes as "the correlations of the variables with the factors". 
6. Test of Discriminant Validity between factors based on the method proposed by Thompson (1997).
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6.5.3 Convergent Validity 
 
Assessing separately the identification of the measurement model (Figure 6.2) and the 
structural model (Figure 6.3) can lead to errors. The two models are intertwined, so that 
restrictions in one might improve the goodness of fit of the other.  Maximum likelihood was 
chosen as the method to minimize the discrepancy function. All the t-values, that is, the 
critical ratios of the parameter estimates with their estimated standard error, were significant. 
With t-values larger than + 1.96 we had evidence that convergent validity was achieved for all 
factors (Table 6.30).  
 
Table 6.30 Convergent Validity calculated with SEM CFA.   
Observed variable? Factor Parameter Estimate 
Standard 
error 
Critical ratio 
(t-values) 
Item 27 ? F1 Relationship 1.015 0.077 13.2 
Item 29 ?F1    Relationship 1.250 0.086 14.5 
Item 30? F1 Relationship 0.984 0.083 11.8 
Item 25 ?F1 Relationship 0.951 0.087 10.9 
Item 33?F1 Relationship 1.043 0.081 12.9 
Item 36 ?F1 Relationship 0.831 0.083 10.0 
Item 1? F2 Culture Affinity 1.621 0.198 8.2 
Item 2 ? F2 Culture Affinity 1.637 0.188 8.7 
Item 14 ? F3 Quality Reliability 0.872 0.076 11.5 
Item 23 ? F3 Quality Reliability 0.500 0.063 7.9 
Item 22 ? F3 Quality Reliability 0.691 0.085 8.1 
Item 19 ? F3 Quality Reliability 1.000 0.085 11.7 
Item 13 ? F3 Quality Reliability 0.882 0.095 9.3 
Item 9 ? F4 ISO 9000 Certification 1.094 0.082 13.3 
Item 10 ? F4 ISO 9000 Certification 1.134 0.081 14.0 
Item 11 ? F4 ISO 9000 Certification 1.026 0.080 12.8 
Item 12 ? F4 ISO 9000 Certification 0.706 0.086 8.2 
Item 6 ? F5 COO effect 1.633 0.089 18.3 
Item 7 ? F5 COO effect 1.210 0.105 11.5 
Note: The arrows indicate factor correlations: observed variable ? Factor correlations. 
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FIGURE 6.2 MEASUREMENT MODEL DIAGRAM USING AMOSTM 4.01 
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6.6 Structural Model and Hypotheses Testing  
 
 
 
Having checked construct validity for all of the factors, the path relationships depicted in the 
theoretical model developed in chapter four were further analysed using the SEM software 
AMOSTM 4.01. The assessment of the theoretical model using SEM criteria was considered 
appropriate for a number of reasons. First, SEM allows for a simultaneous examination of all 
the proposed hypotheses. Second, the testing of the fully specified model allows us to 
examine which construct or constructs are driving the relationships with the quality reliability 
variables. Third, in SEM, the overall fit of the model provides an indication of the validity of 
the proposed conceptual model. Finally, SEM is a natural extension of the confirmatory factor 
analysis that was conducted (Byrne, 2001, pp. 12, 60, 75). Table 6.30 provides the parameter 
estimates and corresponding t-values for each path in the structural model. The fit indices GFI 
and AGFI for this model are good, with values for IFI, CFI, and TLI all above 0.90. We can 
be 90 % confident that the true RMSEA value will fall within the bounds of 0.052 and 0.078.  
 
To test the hypotheses we examined the t-values. H1a states that culture affinity is positively 
related to the strength of the relationship with foreign suppliers. The corresponding t-value 
(3.49) is significant at the 0.1 % level. Based on this result, H1a is supported. H1b proposes that 
the greater culture affinity, the greater the perception of quality reliability. However, this path 
does not contribute significantly to the predictive power of the model.  
 
H2a  states that the greater the strength of the relationship, the greater the perceptions of 
supplier’s quality reliability. The t-test is significant at the 0.1 % level (t-value = 5.7) and 
therefore H2a is supported. 
 
H2b  predicts a positive relationship between ISO 9000 certification and perceptions of 
supplier’s quality reliability. However, a non-significant t-value of 0.80 shows that this 
hypothesis is not supported. 
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FIGURE 6.3 STRUCTURAL MODEL DIAGRAM USING AMOSTM 4.01 
 
.09
F1 Strength of
Relationship
.52
Q 25
e1
.67
Q 27
e2
.82
.77
Q 29
e3
.88
.58
Q 30
e4
.76
.65
Q 33
e5
.45
Q 36
e6
.34
F3 Quality
Reliability
.33
Q 23
e13
.34
Q 22
e12
.61
Q 19
e11
.60
Q 14
e10
.43
Q 13
e9
.00
F5 Country of
Origin Effect
.54
Q  7
e19
.74.96
Q  6
e18
.00
F4 ISO 9000
Certification .71
Q  9
e14
.75
Q 10
e15
.67
Q 11
e16
.82.34
Q 12
e17
.00
F2 Culture
Affinity
.64
Q  1
e7
.84
Q  2
e8
.77
.57
.59
.78
.80
.84
.87
.66
.91
.98
.72
.81
X
Y
Z
.12
.08 .53
.67
.58
.06
.30
-.01
V
W
 
 
  
 
 145
H3a proposing that the greater culture affinity, the greater the country of origin effect, and H3b 
predicting a positive relationship between the country of origin effect and perceptions of 
supplier’s quality reliability, do not show significant t-values. Therefore H3a  and H3b   are not 
supported.  
 
Table 6.31 Goodness of Fit and t-values for the Proposed Structural Model 
STRUCTURAL PATH t-value/SIGNIFICANCE 
H1a Culture affinity ? Strength of relationship 3.47 significant at 0.1 % 
H1b Culture affinity ? Quality reliability 1.06 
H2a Strength of relationship ? Quality reliability 5.75 significant at 0.1 % 
H2b ISO 9000 certification ? Quality Reliability 0.82 
H3a Culture affinity ? COO effect - 0.18 
H3b COO effect ? Quality reliability 1.65 
Goodness of Fit 
χ2 = 260.4 
df =  147 
p = 0.000 
χ2/df = 1.77 
GFI = 0.88 
AGFI = 0.84 
IFI = 0.93 
TLI = 0.92 
CFI = 0.93 
RMSEA = 0.065 
90% confidence interval: 0.052 to 0.078 
Source: Caldera, Smyrnios & Dalrymple (2004, p.19). 
  
 
It is important to note that while H1b, H2b, H3a, and H3b were not supported in this analysis; 
these paths constitute part of a reasonably good model with theoretical support and still play a 
role, although not a substantial one, in the purchaser-supplier interface. SEM cannot prove 
causation but can indicate whether the proposed model is plausible as well as the direction of 
the effect of the latent variables. The lack of statistical evidence supporting the relationships 
represented by the hypotheses above might be explained by only having a relatively small 
sample.   
 
 
6.7 Comments of Purchasing Managers    
 
Purchasing managers were invited to make comments or suggestions at the end of the 
questionnaire. Fifty-seven managers sent eighty-seven comments about their hands-on 
experience, and suggested questions or new perspectives for the study. The topic and 
frequency of remarks is presented next. 
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6.7.1 Responses from non-manufacturing companies 
 
Four managers said their companies were not involved in manufacturing activities. 
 
6.7.2 Influence/constraints on purchasing decisions 
 
In the company profile section of the survey, 45 managers responded that there were areas of 
influence or constraint regarding their purchasing decisions. At the end of the survey, nineteen 
purchasers made additional remarks regarding the nature of the influence/constraints as 
follows.  
 
Ten managers mentioned that their parent or related (sister) company had different levels of 
influence/constraint on their purchasing decisions. Six of them purchased directly from the 
parent company and said their decisions were constrained. The remaining four managers 
mentioned that the headquarters policies did not directly affect their purchasing decisions.  
Other constraints were mentioned, for example, a purchasing manager said while government 
restrictions could affect local supplier usage, large Australian corporations were rarely “true” 
(independent) Australian corporations. Other constraints mentioned were US trade 
restrictions, environmental impact, and the company’s resistance regarding outsourcing with 
competitive overseas suppliers. 
 
6.7.3 Comments on ISO 9000 certification 
 
Twenty-four participants commented on ISO 9000 certification. Their comments can be 
classified as follows.Eleven managers wrote that ISO certification was not relevant/important 
for their purchasing activities.  
 
Two managers mentioned advantages and disadvantages of ISO 9000 certification. One 
manager expressed doubts about ISO 9000 certification gaining customers; however s/he said 
that ISO 9000 certification has assisted in maintaining customer base. Another purchaser said 
his/her customers don’t require ISO 9000 certifications but when the purchaser’s company 
obtained the certification, they gained new customers. 
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Three managers referred to cultural aspects of ISO 9000 certification although under different 
perspectives. One of them encouraged the researcher to understand the differences of ISO 
9000 audits in foreign countries. S/he mentioned that foreign suppliers don’t understand why 
things are requested differently from the customer’s country. Another purchaser said that 
cultural characteristics have little or no relevance with the ISO 9000 philosophy.  The third 
one, a manager buying from USA, stated that ISO 9000 certification was reliable if coming 
from USA and that ISO 9000 certification from Asian countries it was not reliable 
 
Eight managers said that ISO 9000 certification was relevant/important for their purchasing 
activities. For example, one of them said that additionally to ISO 9000 certification, an 
important purchasing constraint was the quality assurance rating imposed by customers. 
Another purchaser wrote that while the two biggest overseas suppliers have ISO 9000 
certification, none of the others do. She added that ISO 9000 Certification has gained new 
customers in government departments. According to this manager, the second and first tier 
supplier of her end customer hold the certification although there is no requirement from the 
end customer requesting ISO 9000 certification from the second tier supplier.  
 
 
6.7.4 Suggestion of additional questions or new perspectives for the study 
 
 
Twelve managers suggested eighteen topics or questions to be included as an extension of the 
study. They were interested in the following perspectives of research. 
• Environmental certification, commitment, policy and vision 
• A similar study, made exclusively with purchasers buying from parent companies in 
order to know to what extent the responses are affected.   
• The appreciation of the importance of Australian purchasing companies to 
international suppliers. Suggested questions: a) Number of employees in foreign 
supplier’s business; b) Range of sales value in our business, and c) in overseas 
supplier’s business; d) Percentage of our business to overseas supplier’s production 
value. 
• Problems of delivery. Are problems of delivery associated with Australian importers 
or foreign exporters? 
• How foreign suppliers interpret/understand the meaning behind Australian purchasing 
specifications. 
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• How foreign ISO certification bodies audit foreign suppliers. 
• If Australian companies gain ISO 9000 certification to enhance Supplier’s ISO 
certification. 
• Foreign markets or foreign end customers requiring Australian ISO 9000 certification. 
• Extension of this study including questions on design and life cycle of product 
• Extension of the study including comparison to Hazard Analysis and Critical Control 
Point (HACCP) implementation and good manufacturing practices in business of food 
manufacturing (e.g. suppliers of packaging).  
• Extension of the study in order to know what other quality or industry certification/ 
accreditation the supplier has and if they can provide proof of compliance. 
• To extend the study to non-manufacturing companies exclusively. 
• A study of the correlation between pricing and ISO 9000 certification and comparing 
the results to the statement made by Philip Crosby regarding quality as a free asset.  
• To extend the study considering if purchasers see benefits in exchanging personnel 
with suppliers for up to one year in order to set the basis for quality circles across the 
supply chain.  
• To extend the study including the type of industry involved in the purchaser/ supplier 
commercial relationship.  
• Extension of the study asking whether mutual annual or biannual visits between 
foreign suppliers and purchasers enhance/improve the commercial relationship.  
• To extend the research in order to study the effect of restrictions regarding private and 
government industry e.g. how government restrictions could affect local supplier 
usage.  
• To extend the study including purchasing company’s sales, purchase from major 
foreign suppliers ($AUD), and the number of overseas suppliers.  
 
 
6.7.5 Culture and commercial relationship as an important/critical factor 
 
Four purchasers said that cultural aspects and relationships with suppliers were very important 
or critical. Three of them mentioned positive relationship experiences with foreign suppliers. 
The fourth manager wrote that brawls between the UK and German-Swiss major partners 
affected the commercial relationship with them. The manager added that dealing with a non-
Anglo commercial partner introduced culturally based tensions.  
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6.7.6 Cost and Production Performance as an Important Factor 
 
Two managers made remarks on cost and quality performance of supplier’s product as critical 
for supplier’s selection.  One of them said that Indian products did not provide cost and 
quality efficiency at the same time. Another one wrote that USA suppliers were expensive and 
did not provide value for money.  
 
6.7.7 Comments to Improve the Data Collection Method 
 
• A supply chain leader provided statistics of response rates vs. number of items in 
surveys carried out in the automotive industry. The statistics were meant to be used as 
a guide in order to improve the response rate of this study.   
• Another respondent suggested encouraging the filling in of the questionnaire with a 
prize. 
 
6.7.8 Managers Expressing Interest in the Study or Sending Regards. 
 
Fourteen purchasing managers expressed interest in the results of the study and/or sent 
regards providing their business cards, mobile numbers, or postal or email addresses. (See 
Appendix D). 
 
 
6.8 Conclusion  
 
The data analysis developed in this chapter presents evidence of the degree to which the 
measures and the constructs can be appropriately established. The analysis suggests 
satisfactory reliability of the indicators. Furthermore, the validity of the theoretical constructs 
was demonstrated. The hypotheses testing used in this chapter adopted a SEM approach. The 
hypothesized relationships were examined using a number of model fit measures recognizing 
their strengths and weaknesses. Overall, the evidence uncovered by the analytical procedures 
makes it possible to assume that the proposed model fits well enough to be a useful 
approximation to reality. Additionally, the descriptive analyses about the company profiles as 
well as the comments of the purchasing managers provide contextual background to the 
discussion of the results. Most importantly, the analysis constitutes a formal framework for 
the discussion of these results in the following chapters. 
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Chapter 7  
 
 
RESULTS 
 
 
7.1 Introduction 
 
 
This chapter presents the findings resulting from the Data Analysis chapter. The results and 
findings rely on the quantitative analysis presented in the previous chapter as well as the 
classification of the comments of the purchasing managers. Graphics were used to display the 
findings obtained using the nominal variables that contribute background to the results 
involving continuous variables. A sequential approach was used to highlight a number of 
aspects. First, the company profile is introduced presenting four main aspects of the 
respondents namely:  
 
 
• Characteristics of purchasing companies,  
• Characteristics of foreign suppliers involved in the study, 
• Characteristics of the product categories involved in the commercial relationship.  
• Comments of purchasers 
 
 
Following the company profile information and in line with the research questions a summary 
of the results regarding the hypotheses and model testing was presented.  
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7.2 Characteristics of Purchasing Companies 
 
The characteristics of purchasing companies is presented in the graphics in order to provide 
the following information: 
• Company size (number of employees) 
• Perceptions or requirements related to ISO 9000 namely: customers requiring ISO 
9000 certification, suppliers holding the certification, and purchasers thinking that ISO 
9000 certification was gaining new customers 
• Length of the commercial relationship with foreign suppliers 
• Purchasing managers with/without constraints to make buying decisions 
• Area/Department constraining purchasing decisions 
• Type of constraint and extent of constraint 
 
Figure 7.1 introduces the company profile of the participant executives. 64 % of the 
purchasers worked in big companies (100 or more employees). Medium size companies (from 
20 to 99 employees) were about a quarter of the respondents. 
 
FIGURE 7.1 COMPANY SIZE (PERCENTAGE IN THE SAMPLE) 
 
 
 
S o u r c e :  T a b l e  6 . 5  
1 0 0  t o  1 9 9  
e m p lo y e e s
1 5 %
2 0 0  o r  
m o r e  
e m p lo y e e s
4 9 %
2 0  t o  9 9  
e m p lo y e e s
2 4 %
1  t o  4  
e m p lo y e e s
4 %
5  t o  1 9  
e m p lo y e e s
8 %
 
 
 
 
 
  
 
 153
FIGURE 7.2 COMPANY SIZE VS. SUPPLIERS HOLDING ISO 9000 CERTIFICATION AND 
CUSTOMERS REQUIRING THE CERTIFICATION     
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Figure 7.2 presents a comparison between the size of the company and the requirements for 
ISO 9000 certification. End customers have less requirements of the certification than the 
purchasing companies.   However, the purchasers working in companies in the range of 100 to 
199 employees reported having more end customers requiring ISO 9000 certification than in 
the other segments.  
 
FIGURE 7.3 ISO 9000 CERTIFICATION ACROSS THE SUPPLY CHAIN (INFORMATION 
PROVIDED BY PURCHASING EXECUTIVES) 
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Figure 7.3 shows a more comprehensive picture of the perceptions regarding ISO 9000 
certification across the supply chain. The participant purchasing managers’ perception was 
included in the graphic. A high proportion of purchasers working in companies ranging from 
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20 to 199 employees agreed with their customers and suppliers regarding the relevance of the 
certification.  
FIGURE 7.4 AVERAGE COMMERCIAL RELATIONSHIPS WITH SUPPLIERS 
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Figure 7.4 shows the average length of the commercial relationship with foreign suppliers. 
The participant Australian purchasing executives buying from Japan (13 purchasers) and 
Germany (18 purchasers) tend to develop steady business relationships with an average of 
more than 17 years.  Groups of 5 or less purchasers buying from other countries were not 
included in the graphic. However, the shorter average commercial relationship (one year) was 
reported by a group of 6 executives buying from Malaysia. Figure 7.5 shows the extent to 
which purchasing executives are constrained when making decision.  
 
FIGURE 7.5 CONSTRAINTS OF PURCHASING DECISIONS  
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About a quarter of the respondents said there were restrictions affecting their buying 
decisions.  The areas/departments of the company influencing their purchases are depicted in 
Figure 7.6. 
FIGURE 7.6 DEPARTMENT CONSTRAINING PURCHASING DECISIONS 
 
ost of the constraints reported by the participant were associated with the following 
FIGURE 7.7 AREAS OF CONCERN INFLUENCING PURCHASING DECISIONS 
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departments: quality (14 cases), legal (8 cases), and commercial (7 cases) as well as the 
overseas parent company (6 cases).  
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Figure 7.9 urchasers 
onsidering quality design, engineering, or manufacturing as a constraint (13 cases) also 
onstituted strong or very strong constraints in all of the cases.   
 
Figure 7.7 shows that the types of constraints most frequently mentioned by the purchasers 
were quality, design, engineering, or manufacturing specifications (16 cases).  Company 
policy is also an important constraint (8 cases). It can be seen in Figure 7.8 that 37 purchasers 
regarded the extent of the constraint as a strong or very strong influence in the buying 
decision. 
 
FIGURE 7.8 EXTENT TO WHAT PURCHASING DECISION IS CONSTRAINED 
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• Suppliers with ISO 9000 certification per country 
• Frequencies of suppliers, commercial partners and parent companies in the sample 
• Lengths of relationship with suppliers holding (or not) ISO 9000 certification. 
 
 
 
FIGURE 7.9 EXTENT OF PURCHASING CONSTRAINT 
    
 
 
 
 
 
7.3 Characteristics of foreign suppliers 
 
 
This section presents the characteristics of foreign suppliers from the Australian purchaser’s
perspective. The information is presented according to the following topics 
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Figure 7.10 depicts the country of suppliers. Most Australian purchasers in the sample were 
buying from USA, Germany, China, Japan, France and UK in that order.   
FIGURE 7.10 SUPPLIER’S COUNTRY 
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F
suppliers holding ISO 9000 certification. The remaining 24.7 % of purchasers said they did 
not know or the supplier did not hold the certification.  
 
FIGURE 7.11 SUPPLIERS HOLDING ISO 9000 CERTIFICATION 
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igures 7.12a an certification by 
country. It can be seen that suppliers from China, Switzerland, Taiwan and Austria tend not to 
 
F d 7.12b shows the frequency of suppliers holding ISO 9000 
hold the ISO 9000 certification. The suppliers from countries with a low incidence of exports 
in our sample tended to hold ISO 9000 certification. Japan was the industrialised country with 
the highest percentage of ISO certified suppliers.    
FIGURES 7. 12 A AND 7.12B FREQUENCY OF SUPPLIERS HOLDING ISO 9000 CERTIFICATION 
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The majority of purchasers responded that they bought from suppliers (87.9 %), whereas 12 
 
igure 7.14 compares the average commercial relationship with foreign suppliers and 
differen oyees) 
tend to have longer business relationships.   
purchasers considered their suppliers to be in the category of commercial partner. Ten
purchasers bought directly from the overseas parent company.  
 
FIGURE 7.13 PURCHASING FROM SUPPLIER, PARTNER OR PARENT COMPANY 
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FIGURE 7.14 COMPANY SIZE VS. YEARS OF COMMERCIAL RELATIONSHIP WITH SUPPLIER 
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The difference in the length of the commercial relationship with suppliers holding ISO 9000 
c  
 
 
 
relationships (15.3 years) together with wood & paper products (15.4 years). Purchasers of 
personal and household goods reported the longest commercial relationship (18 years).   
ertification and those without it is less than one year. Interestingly, the relationship is shorter
when the purchaser does not know if the supplier holds the certification (figure 7.15). 
 
FIGURE 7.15 SUPPLIER HOLDING ISO 9000 CERTIFICATION VS. AVERAGE YEARS OF 
BUSINESS RELATIONSHIP 
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7.4 Characteristics per product category provided by foreign suppliers 
 
The company profile aspects regarding the imported product category are presented in this
section as follows: 
• Product categories bought by the participant executives vs. the length of the business 
relationship  
• Product category vs. supplier’s country  (country of origin). 
• Product category vs. suppliers holding ISO certification  
• Product category vs. constraining area of the company  
 
It can be seen in figure 7.16 that 96 (53 %) of the participant executives purchased machinery 
and equipment. Executives buying this product category held one of the longest commercial 
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FIGURE 7.16 PRODUCT CATEGORY PURCHASED VS. YEARS OF BUSINESS RELATIONSHIP 
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Figure 7.17b shows that 53 percent of suppliers of petroleum, coal, chemical and related 
produc
 
Most suppliers of metal products were American (5), followed by Indian (2), Indonesian (2), 
Japa
 
ts are American, Malaysian, German, or Dutch.  
FIGURE 7.17B MAIN SUPPLIERS OF PETROLEUM, COAL, CHEMICALS & ASSOCIATED 
PRODUCTS 
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nese (2), and Thai (2) suppliers (Figure 7.17c).  
FIGURE 7.17C SUPPLIERS OF METAL PRODUCT MANUFACTURING 
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Most participant purchasers (4 respondents) bought textile, clothing, footwear & leather from 
hina. Food, d source of 
countries namely China, Italy, Singapore, South Africa, and USA (figure 7.17d).    
 
 
F  
C  beverage & tobacco products were bought from a more varie
 
 
FIGURE 7.17D SUPPLIERS OF TEXTILE, CLOTHING, FOOTWEAR & LEATHER AND FOOD 
PRODUCTS 
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Fi , 
ost wood and paper from New Zealand, and most construction products from USA. 
 
 
customers in the category of metal products seem to require the certification more than in the 
 CERTIFICATION 
 
 
 
gure 7.17e shows that the survey respondents solely purchased defence products from USA
m
Suppliers from various countries exported personal & household goods, non-metallic mineral 
products, and printing, publishing, & recorded media.  
In the sample, communication services, agriculture, and mining products were solely 
purchased from USA (sole supplier per each product category).  
Figures 7.18a and 7.18b provide information about product categories and the requirement of 
purchasers and purchasers’ customers regarding ISO 9000 certification in the sample. As we 
can see from the frequency distributions across the main product categories (Figure 7.18a), 
the bulk of the purchasers had a higher proportion of suppliers holding ISO 9000 certification 
than customers requiring the certification particularly in wood and paper products. However, 
other product categories (65 %).  
 
FIGURE 7.18A PRODUCT CATEGORY VS. SUPPLIERS HOLDING ISO CERTIFICATION AND 
CUSTOMERS REQUIRING THE
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& 
 
 
 
 
Figure 7.19a shows that the category of machinery and equipment is, by and large, 
constrained by all the departments mentioned by the purchasers, particularly by the quality 
and legal departments.  
 
 
 
 
A similar situation can be seen in Figure 7.18b. Further, in the category of communication 
services ISO 9000 certification does not appear to be relevant for either suppliers or 
customers.  However, it is important to mention that the small number of cases of each of 
these product categories hinders the possibility of seeing a clear tendency.  
 
 
FIGURE 7.18 B PRODUCT CATEGORY VS. SUPPLIERS HOLDING ISO 9000 CERTIFICATION 
NUMBER OF CUSTOMERS REQUIRING ISO CERTIFICATION 
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T , 
particularly with r departments. 
 
or product categories with a frequency of one foreign 
supplier per category. It can be seen the influence of the parent company is an important 
constraining area in the case of textiles, personal and household goods, and mining. Defence 
and Security as well as Government departments are important constraining areas for defence 
products. 
 
 
he next most constrained category is petroleum, coal, chemicals and associated products
egard to quality, commercial, government and finance 
Commercial constraints are the most important ones in the category of metal product 
manufacturing. 
 
 
 
 
FIGURE 7.19A PRODUCT CATEGORY VS. DEPARTMENT CONSTRAINING PURCHASING 
DECISIONS 
Source: Table 6.15
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Figure 7.19b displays the results f
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 can be seen in Figure 7.20 that the majority of the participant comments were in relation to 
ISO 9000 certification, and constraints on purchasing decisions, followed by suggestions of 
new research perspectives or areas of interest for further research. Other comments were 
made clarifying that the respondents were purchasing for non-manufacturing companies. 
ul ies 
of remarks were made in relation to cost and production performance, as well as suggestions 
to improve the response rate of this study.   
  
 
 
FIGURE 7.19B PRODUCT CATEGORY VS. DEPARTMENT CONSTRAINING PURCHASING 
DECISIONS 
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FIGURE 7.20 CLASSIFICATION OF THE PURCHASER’S COMMENTS 
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7.6 Hypotheses and Model Testing 
S
regarding the research questions, this section presents a summary of the results obtained. 
Table 7.1 summarises the results in relation to the constructs and table 7.2 presents a 
summary of the hypotheses and model testing. 
 
 
Table 7.1 Summary of results obtained in chapter 6 (construct reliability and validity) 
  
Construct: Reliability tests/page Validity tests /pages 
Strength of the 
relationship α = 0.90  EFA p. 132, Table 6.27 
Culture Affinity α = 0.84 Pp. Content Validity pp. 134-135 
Quality Reliability α = 0.08 130-131 CFA  pp. 136-137 
ISO 9000 Certification α = 0.86  Convergent validity p. 138 
COO effect α = 0.84  Model Assessment pp. 140-142 
 
 
 
  
 
 170
 
Table 7.2 Hypotheses testing in structural model 
 
Hypothesis: Significant at Structural model Goodness of Fit 
H1a Culture affinity ? Strength of 
relationship 0.1 % 
GFI = 0.88 
 
H1b Culture affinity ? Quality 
reliability  
AGFI = 0.84 
 
H2a Strength of relationship? Quality 
reliability 0.1 % 
IFI = 0.93 
 
H2b ISO 9000 certification ? Quality 
Reliability 
 TLI = 0.92 
 
H3a Culture affinity ? COO effect  CFI = 0.93 
 
H3b COO effect? Quality reliability  RMSEA = 0.065 
 
 
 
7.7 Conclusion 
 
This chapter presented the respondents’ company profile and the results regarding the latent 
variables studied.  The findings are related to the environmental uncertainty surrounding the 
al supply chain. The results support the 
 
 
 
 
supplier-purchaser interface of the internation
existence of the constructs and the viability of the proposed model. The ensuing chapter will 
discuss these findings within the context of the respondents’ company profile and the 
literature. 
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Chapter 8  
 
 
DISCUSSION OF RESULTS 
 
 
An introductory section weighs the results a ainst the perspective of the Australian trade 
statistics relative to imports. From that bas , a number of considerations articulate the 
discussion about the constructs. Such considerations include the international supply chain, 
relationship marketing, cross-cultural manage ent, quality management systems, the COO 
effect and the purchasing literature. Throughout the chapter, the company profile and the 
respondents’ comments were instrumental i
supplier interface. An important number of c ade in the form of questions, 
which revealed areas of concern for the purcha
 
The third section discusses the results regarding the model’s hypotheses in relation to the 
research question. The findings are discussed taking into account the considerations 
mentioned for the constructs. The discussion of the hypotheses is aided by means of graphic 
 
 
 
 
 
 
 
 
 
 
 
.1 Introduction8
 
 
The aim of this chapter is to discuss the findings in relation to the research question: which 
are the key factors associated with the purchaser- supplier interface of the international supply 
chain? The chapter emphasizes the discussion of the results in the face of environmental 
uncertainty at the international purchaser-supplier interface.  
 
g
is
m
n focusing the discussion on the purchaser-
omments were m
sers.  
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representation. The final section endeavours to draw a conclusion by articulating the different 
layers of discussion involved in the research question.   
 
8.2 The company profile within the Australian International Trade Statistics 
 
The ABS reported in 2004 that USA was the most important individual source (16.9%) of 
ports for 2002-03  (table 8.1).  
 
Table 8.1 Australian merchandise imports by supplier’s country 2002-03 
im
Imports AUD Country % Imports Balance of Trade (Million) 
USA 16.9 496 -12,127 22,
Japan 12.3 16,335 5,403 
China  10.4 13,792 -4,999 
Germany -6,374 5.97 7,953 
UK 4.33 5,770 1,466 
New Zealand 3.77 5,019 3,101 
South Korea 3.57 4,753 4,363 
Indonesia 3.46 4,600 -1,692 
Singapore 3.28 4,370 285 
Malaysia 3.2 4,262 -2,115 
Italy 3.12 4,149 -2,288 
France 2.84 3,781 -2,610 
Thailand 2.61 3,469 -990 
Taiwan 2.55 3,401 913 
Sweden 1.36 1,810 -1,599 
Canada 1.32 1,755 61 
Netherlands 0.96 1,283 81 
Switzerland 0.92 1,230 -850 
Belgium-Luxembourg 0.87 1,153 -314 
South Africa 0.8 1,060 253 
India 0.74 979 1,598 
Philippines 0.61 815 276 
Denmark 0.58 770 -645 
Finland 0.51 680 -239 
Israel 0.36 481 -287 
Turkey 0.17 223 73 
Other countries (a) 3.8 5057 1,209 
Total (b)(c)  133,131 -17,689 
Note: a) other countries include: all countries not displayed in Table e.g. Austria, b) a negative value indicates 
excess of imports, c) the table does not include countries not considered in this study e.g. Egypt. 
 Source: ABS (Catalogue 1301.0, International merchandise trade)  
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Likewise, in our sample (Table 6.1) USA was the largest individual source (28 %) of 
suppliers. During that period, Australia’s trade balance was a record deficit of $17.7 billion 
llowing two successive years of surpluses in 2000-01 and 2001-02 (ABS, Catalogue 5368.0, 
 source of suppliers of the purchasers participating in this 
study (Tab asers and 
Japanese and German suppliers is well established, w tion in our sample 
(Figure 7.4). The increasing im Chi nation cted as 
Chinese supplie umbered the Japanese suppliers (Figure 7.10). The ABS statistics 
reported that UK, New Zealand, South Korea and Indonesia were more ant exporters 
than Malaysia, Italy, France and India (Table 8.1). In this study, the purchasers reported more 
French suppliers than UK suppliers and more Ma  Italian and Indian suppliers than 
New Zealand and South Korean ones (Table 6.1).   
 
Table 8.2 shows Australian imported products classified according to the ANZSIC code 
(ABS, Catalog , Internation rchandis . Most of the s of 2002-03 
($123 billion, i.e. 92 % of total imports) were classified as manufacturing  this product 
category, machinery and equipment accounted for 49.80 % of the imports.  By comparison, 
92.2 % of the participants of this stud chased m turing products in the same period 
(Table 6.2/Figure 7.16). Further, 52.7 % of the ma ng products were machinery and 
equipment.  
 
Overall, the percentages of respondents purchasing different product subcategories followed 
the same pattern as reported by the ABS for the period (Tables 6.2 and 8.2). Consequently, 
the most important product category for the purchasers was manufacturing products. Within 
this category, important subcategories wer chinery and eq nt, petroleum, 
chemical and a  products, a tal products in that order. In the ABS report the 
subcatego ng, footwear & leather was slightly more tant than the 
categories o age & obacco, and wood and paper produc s study, the 
rs of the two 
ongst the patterns for each 
of the three subcategories in both this study and the ABS report (Tables 6.2 and Table 8.2).   
fo
Australia's Trade with the USA). 
 
The four more important exporter countries (USA, Japan, China, and Germany) according to 
the ABS (Table 8.1) matched the
le 6.1). Moreover, the commercial relationship between Australian purch
ith the longest dura
portance of na in inter al trade was refle
rs outn
 import
laysian,
u .0e 1301 al me e trade)  import
. Within
y pur anufac
nufacturi
the most e ma uipme
ssociated nd me
ry of textile, clothi  impor
f food, bever  t ts. In thi
respondents importing food, beverage & tobacco bought more than the purchase
others subcategories. However, there were no major differences am
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The majority of Australian imports from USA (61 %) were durable manufacturing products in 
2003 (Department of Foreign Affairs and Trade. Australian Government, 2004). In this study, 
USA was the dominant exporting country with 12 out of the 14 product subcategories 
urchased from American suppliers. Moreover, the executives purchasing American p
manufacturing products were 26.4 % (tables 6.3a to 6.3e; Figures 7.17a to 7.17e). American 
companies supplied all the product subcategories except textile (Figure 7.17d) and wood 
related items (Figure 7.17e).  
 
Table 8.2 Imports by industry of origin 2002-03 (ANZSIC classification). 
Product Category Subcategory Imports  $m %  
Agriculture, 
forestry, fishing & 
hunting Agriculture 870 0.65 
Mining Other mining e.g. mining and construction material mining 163 0.12 
Food, beverage& tobacco 5,959 4.48 
Textile, clothing, footwear and leather 7,842 5.90 
Wood and paper products 3,759 2.82 
Printing, publishing and recorded media 2,194 1.65 
Petroleum, coal, chemical and associated 
products 21,249 15.96 
Non-metallic mineral products 1,631 1.23 
Metal products 9,924 7.45 
Machinery and equipment 66,288 49.80 
Other manufacturing 4,198 3.15 
Manufacturing 
 
  
 
  
  Total manufacturing 123,045 92.42 
  Other (a)(b) 763 0.57 
  TOTAL Australian Imports 133,131 100.00 
(a) Commodities subject to a confidentiality restriction (b) Product categories other than the imported by the 
respondents of this study were not included e.g. Forestry and logging, commercial fishing, coal mining, etc.  
Source: ABS (Catalogue 1301.0 International merchandise trade). 
 
 
China was the leading exporter country for textile related products  (Table 6.3d/Figure 7.17d) 
whereas New Zealand was the most important provider of wood and paper products (Table 
6.3e /Figure 7.17e). India is reported to be a global supplier of textile products as shown in 
Table 2.10. However, India was a source of manufacturing products in our sample (Tables 
6.3a, 6.3b and 6.3c). 
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8.2.1 The Australian Trade Imbalance  
ountries like China, Indonesia, Malaysia and Thailand in 
2003 (Table 8.1). From December 2002 to December 2003 the Australian Dollar enjoyed a 
revaluatio rchasers 
(Dailyfx, 2004).  USA was the destination of 11 % of Australian exports and the source of 18 
% rts (Department airs and Trade. Au ian Gov ent, 
2004).  The largest trade deficit was with USA, Germany and China. 
The USA’s relative im ne. In 2003, the value of 
Australia’s imports from the USA were at their lowest level since 1998 (ABS, Catalogue 
5368.0, Australia's Trade with the USA). However, the Australian trade deficit in 2003 was a 
record $ 22.4 billion. T is s gges  the 
respondents chose to div ly. Although Japan is the 
se ant comm increasin tanc ina 
 international trade was reflected in both a commercial deficit with that country (Table 8.1) 
d a bigger number of suppli son with J able ure 
10) 
he adoption of the realism paradigm, EFA, and structural equation modelling (Table 3.3; 
Figures 3.2 and 3.3) permitted measuring and proving the existence of the latent variables 
ggests that most companies in SCM are simply pursuing a first level 
of reward by using traditional processes of negotiation (Figure 2.2a) as opposed to the 
 
The large proportion of Australian purchasers buying from overseas is the result of a number 
of circumstances existing during the period of the study. Factors such as a severe drought, the 
appreciation of the Australian Dollar, the impact of SARS (severe acute respiratory 
syndrome) and the war in Iraq account for the increasing importance of imports in Australia.  
This resulted in a trade imbalance between Australia and other countries such as USA, most 
European countries and some Asian c
n of over 28 % making USA imports more attractive for Australian pu
 of Australian impo of Foreign Aff stral ernm
 
portance as a source of imports is in decli
he number of countries referred to in th tudy su ts that
ersify their international sources of supp
cond most import ercial partner for Australia, the g impor e h of C
in
an ers from China in compari apan (T  6.1/Fig
7.
 
  
8.3 Discussion about the Existence of the Constructs 
  
T
involved in the research question. The theoretical and analytical frameworks put forward in 
the previous chapters established the satisfactory reliability of the measures (Tables 6.18 to 
6.26) and the validity of the constructs (Tables 6.27 to 6.30, and Figure 6.2).  
 
The literature review su
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progressive collaborative cost reduction approach (Figure 2.2b) proposed by Lamming & 
amson (1996).  This traditional short-term adversarial approach is one of the factors 
The responses of the purchasing executives indicate that commitment, conflict management, 
e whole, the participants endorsed the development of commitment with foreign 
uppliers. Thus, commitment meant long productive relationships, long-term and mutual 
vestment as well as the involvement of people and resources (Table 6.28). However, the 
long-term commercial partnerships as 
H
generating uncertainty at the purchaser- supplier interface. Thus, in order to cope with 
uncertainty (Figure 2.3) as a component of SCM (Overby & Min, 2001) it is necessary to 
understand its dynamics. The better a company understands uncertainty the more likely it is to 
reduce it through coordination with the environment. This will be reflected on international 
competitive bottom-line performances (Van der Vorst & Beulens, 2002).  The following 
section starts the discussion of the five constructs studied with regard to uncertainty at the 
purchaser-supplier interface.  
 
 
8.3.1 Strength of the relationship 
 
and cooperation are drivers of commercial relationships with foreign suppliers.  The relational 
approach might occur as a strategy to reduce uncertainty at the interfaces of the international 
supply chain. If the uncertainty were low, the strength of the relationship as a construct would 
be minimal or non-existent. The variables involved would be dispersed and allocated to other 
constructs as a result of the prevalence of a transactional approach. 
 
 
8.3.1.1 Commitment and Conflict Management  
 
 On th
s
in
purchasers said that their foreign suppliers did not seek 
originally proposed in Table 6.19. The company profile confirmed this finding:  only 12 (6.6 
%) of the sample said their foreign supplier was a commercial partner (Table 6.16). 
According to this, only 22 (12.1 %) foreign suppliers would have developed structural bonds 
(Rao & Perry, 2002) with purchasers given their status as either commercial partners or parent 
companies (Figure 7.13).  
 
The literature suggests that conflict with suppliers is managed in business relationships by 
agreeing on priorities and on the way services are provided (Table 6.20).  The results revealed 
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that agreement on business priorities was the preferred approach (Table 6.28).  Moreover, the 
respondents discarded the suggestion that business was conducted based on comprehensive 
legal agreement as an element of any of the five constructs (Compare Tables 5.1.1 and 6.28). 
This finding suggests that the tactic to tackle conflict management was somehow based on a 
cooperative approach as opposed to conflict avoidance or competitive conflict (Table 2.3). 
 
8.3.1.2 Cooperation and Equity 
 
Two assumptions were derived from the literature with regard to cooperation.  Thus, 
ooperation would involve working closely with foreign suppliers in optimising costs as well 
s joint decision-making (Table 6.21).  However, the analysis revealed that the respondents’ 
de optimising costs (Tables 6.27 and 6.28). On the one 
and, the purchasers’ comments showed that cost and quality were central issues. On the 
he original assumption about the structure of this construct included equity (Table 6.22) as 
 stages of the analysis it became apparent 
from the responses of the purchasers that they disregarded the relevance of equity. This 
 Wetzels, 2000). It seems more likely that the lack of equity is 
nked to the purchasers’ perception of foreign suppliers as uninterested in commercial 
c
a
cooperative approach did not inclu
h
other hand, the responses to the questionnaire indicated that the purchasers were not working 
with foreign suppliers in optimising costs. McLaren, Head and Yuan (2002) point out the 
existence of a partnership opportunity cost i.e. the cost of being tied to a partner and the risks 
associated with sharing the company’s information and developing common  business 
objectives.  
   
T
one of the key variables. However, from the initial
finding begs the question of the effect of a lack of equity in the interface. Chen and Tjosvold 
(2002) found that a cooperative approach to conflict management enables two manifestations 
of equity examined in the literature namely procedural and interactive forms of equity. From 
that point of view, the results may suggest that the purchasers counted on cooperation and 
conflict management to achieve an indirect sense of equity in the commercial relationship. 
However, on the one hand, the results suggest a partial approach to cooperation. Most of the 
participating purchasers preferred a cautious approach that excluded collaborative cost 
optimisation. On the other hand, fairness is considered as a strategic issue in business 
relationships (De Ruyter &
li
partnerships. This finding is in line with research evidence suggesting that for some non-
Western suppliers, sincerity takes precedent over fairness (Herbig & Jacobs, 1998).  
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8.3.1.3 Company Size and Duration of the Commercial Relationship  
 
The purchasing executives from small companies (5-19 employees) held the highest average 
duration of the commercial relationship (16.1, range = 2-38 years). Big companies (200 or 
more employees) followed with an average relationship of 13.7 years with a range of 1-75 
years. Medium size companies (20-99 employees) reported an average duration of 12 years 
 the whole, the average length of the relationship was 
latively high (12.9 years).  Small and medium size companies had smaller variation in 
ship (Appendix D).  
 
construct 
and a range of 1-50.5 years. On
re
comparison with bigger companies (Table 6.7/Figure 7.14).   By and large, it can be said that 
the duration of the commercial relationship is relatively high for all the industry segments. 
This pattern seems to fit well with the purchasers’ perspective regarding commitment with 
foreign suppliers. 
 
The interest in developing further relationship schemes with suppliers can be gathered from 
some comments. One executive asked whether annual and biannual visits to their main 
foreign supplier would enhance the commercial relationship. A further question was whether 
inviting the supplier to the annual presentation of financial results to the board would improve 
the commercial relation
 
8.3.2 Culture Affinity  
 
The analysis of the variables involved in the construct of culture affinity revealed the high 
relevance of two (Table 6.28) out of the four originally proposed measures in Table 6.23. The 
responding purchasers prized the absence of language barriers as essential in commercial 
communication and understanding. By the same token, the absence of cultural barriers was 
highlighted as a means of developing affinity with foreign suppliers. This finding may be 
explained with what Rao and Schmidt (1998) called “behavioural transparency” linked to 
laws and regulations, business practices and customer attitudes. The more similar the 
language and culture, the more likely it is that international negotiators know and understand 
each other’s actions.  
 
The proposed assumption that the cultural/ethnical background of the supplier’s country 
positively influenced the quality of supplier’s products was not found to be correlated to the 
construct of culture affinity. Moreover, the company profile surrounding this 
  
 
 179
comprised executives purchasing from 27 countries (Table 6.1). This finding differs from the 
sults of Suh and Kwon (2002)  and Watson and Wright (2000) . From the Australian 
differences did not contribute to the construct of culture affinity. Further, 
estern suppliers were preferred despite the geographical distance (Figure 8.1). About two 
re
respondents’ perspective, the result suggests a lack of ethnocentrism and a capacity to assess 
products and suppliers more objectively, regardless of stereotypes or ‘buy local products” 
campaigns (Mascarenhas & Kujawa, 1998). 
 
8.3.2.1 Influence of Regional Differences on Culture Affinity with Suppliers 
 
Hofstede (2001, p. 454) argues that in spite of continued close contacts between nations, value 
differences are still present today and will remain culturally very diverse for the next few 
centuries. Interestingly, our original assumption that the foreign supplier had strategies to 
overcome cultural 
W
thirds (66 %) of the suppliers were Western suppliers, of whom 37.4 % were European and 
28.6 % were North American suppliers.  
 
FIGURE 8.1 TWO HOFSTEDE’S DIMENSIONS PER COUNTRY OF SUPPLIER AND AUSTRALIA 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Hofstede (2001, pp.500-502). 
 
0 20 40 60 80 100 120
Power Distance
80
100
Australia
Canada
UK
NetherlandsNew Zealand
USA
Indonesia
Austria
BelgiumDenmark
Finland
France
Germany
Hong Kong
India
Israel
Italy
Japan
Philippines
South Africa
Singapore
Sweden
Switzerland
Taiwan
Thailand
Turkey
Malaysia
China20
40
60
In
di
vi
du
al
is
m
  
 
 180
Nearly a third (31.8 %) of the purchasers bought Asian products as shown in Table 6.1.  
Figure 8.1 shows that the respondents’ Western suppliers were clearly differentiated from 
non-Western suppliers (See Hofstede’s Index scores in Appendix E).  
 
Setting cultural strategies is a challenging task, as cultural strategies demand the management 
f cultural dimensions (Hofstede, 1983; 1993), as shown in Tables 2.4, 2.5 and 2.6. Similarly, 
may play a 
ignificant role (Figure 2.4). Cultural strategies involve greater use of translators, experts (e.g. 
 and UK commercial partners to a European non-
Anglo supplier. He added that the shift introduced culturally based tensions resulting in a 
 
lacing too much emphasis on cultural aspects of the relationship with suppliers (See 
ppendix D). 
verall, the findings suggest that culture affinity was driven by the perceived absence of 
nguage and cultural barriers. Additionally, the results suggested that the supplier’s 
cultural/ethnic background was not relevant for the purchasing executives of the sample.  This 
finding indicates a different perspective of Australian purchasers in relation to American 
buyers. Suh and Kwon (2002) reported that in USA, ethnocentrism played a mediating role 
etween global openness and the reluctance to buy. 
n another topic, it seems that Australian purchasers did not count on a well-defined cultural 
trategy in order to deal with foreign suppliers.  This assumption was reinforced by the fact 
at most suppliers were Western suppliers. Nevertheless, the existence of the construct 
onfirmed the relevance and complexity of the role of culture affinity reported by Balabanis et 
al. (2002) in global trade.  
 
o
the regional cultural differences studied by Trompennars (1995, pp. 21-28 ) 
s
cultural/country briefers), and pre-negotiating briefing to counterbalance the different path of 
logic and potential misunderstanding (Gulbro & Herbig, 1995). Thus, the participating 
executives may have regarded cultural strategies as expensive and/or time consuming in the 
short term.   
 
Two purchasers’ remarks show disparate views regarding culture. One purchaser commented 
that his company had shifted from USA
reduction of trust. Another executive buying from Germany expressed disagreement on
p
A
 
O
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O
s
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8.3.3 Quality Reliability 
 
The responses of the purchasing executives to five indicators correlated sufficiently in order 
to constitute the construct of quality reliability (Table 6.28). Three out of five originally 
 Order delivery on time according to the specification demanded has been 
reported to be linked to uncertainty (Van der Vorst & Beulens, 2002). 
ts did not associate two quality-related items with the construct. One of these 
easures asked if foreign suppliers were striving to successfully deliver product and service 
proposed quality indicators (Table 6.24) were valid and reliable. The item inquiring whether 
the delivery of orders enabled purchaser’s production to be on schedule and the question 
asking if the supplier’s QMS delivered excellent service and products remained as part of the 
construct. The considerations included in these two questions participate in competing 
scenarios when evaluating strategic quality alternatives. The former contributes chiefly to 
minimizing costs whereas the latter aims to maximizing customer satisfaction and service. 
Schreibfeder (2001) pointed out that delivery on time is one of the big issues for purchasers 
(Table 8.3). 
 
The third quality related item refers to the supplier’s ability to resolve complaints by 
analysing issues, events and processes. Thus, the buyers prized an analytical and process 
approach from suppliers in order to gain quality and customer satisfaction.  
 
The responden
m
quality in each order. 
 
Table 8.3 Typical Problems of Australian Purchasers 
Typical problems reported by Australian Purchasers 
• The product was not delivered on time 
• The product ordered was not the product received 
• The wrong quantity of the product was received 
• Necessary manuals or other documentation were not delivered with the shipment 
• The product arrived damaged 
• The wrong price was charged for the material 
• The packing slips and/or invoices were incorrect or incomplete  
Source: Schreibfeder (2001, p. 13). 
 
The other items asked if the effectiveness of the supplier’s QMS was above the industry’s 
verage.  The absence of the measures in the construct suggest that purchasers were short of a
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expectancies about foreign suppliers successfully delivering quality and having effective 
MS.  
as found that the 
verall supplier’s honesty and the absence of unexpected actions affecting purchasers were 
son and Butcher (2003), who contended that trust is a contextually 
constructed phenomenon in management.  The fact that trust remained as a component of 
quality reliability sociated with this 
construct. Eisen st comes before 
system/company trust. Further, it is known that about 3 % of all purchasing transactions are 
fraudulent (O'Hanlon, 2004). Then, the role of ay be enabling the possibility of 
dev p lli, 2002). Trust has also been found 
to b a uazi, 
200 a constructs.  
 
Interestingly, the expectancy tic business partner did not 
main as part of the construct of quality reliability. It may be assumed that purchasers were 
Q
 
Love and Gunasekaran (1999) and Peters (1999) underlined the need of a relational-
partnership approach to integrate the QMS approach into international SCM. The question of 
a purchaser seems to acknowledge this concern (Appendix D). The executive asked if 
exchanging personnel from each other’s (purchaser’s and supplier’s) country for 12 months 
would ensure that quality principles and their application were thoroughly understood. The 
question suggests that some purchasers want to develop and improve quality collaboratively 
but they don’t know how to advance a mutual understanding of quality principles with 
suppliers.  
 
8.3.3.1 Endorsement of Quality by means of Trust 
 
It is worthy of note that two out of three indicators of trust correlated with the quality 
measures mentioned above. The trust measures were originally deemed to be part of the 
strength of the relationship construct as shown in Table 6.18. However it w
o
part of this construct. This suggested that purchasers were willing to rely on supplier’s quality 
provided that trust was somehow embedded in the perception of quality. The finding is 
consistent with Atkin
suggested the acknowledgement of uncertainty as
stadt and Roniger (1984) found that personal tru
 trust m
elo ing smooth exchanges with suppliers (So & Scu
e  contextual sub-dimension of the relationship quality (Keating, Rugimbana, & Q
3) nd service quality  (Parasuraman et al., 1988)  
 of the supplier as a non-opportunis
re
somehow short of expectations of trust.  This result might be explained by the fact that most 
of the responding purchasers (88 %) did not think of suppliers as business partners (Table 
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6.16/Figure 7.5). Consequently, for most of the cases structural (technical and legal) resources 
were not involved in the relationship and the market determined the price. In these 
circumstances, the capacity of the companies  dealing with uncertainty depended on their 
ithin the same construct  (Tables 6.26 and 6.27).   Thus foreign ISO certification 
as considered to be a reliable framework to ensure quality, as well as a means to enhance 
 competence. Further, the responses 
dicated that the foreign certification enabled manufacturing firms in the supplier’s country 
ly Chain 
in
skills to cope with the forces of the market (Skjoett-Larsen, 2000).  
 
 
8.3.4 Perceptions of ISO 9000 Certification 
 
From the early stages of data analysis it became apparent that the responses to the four 
proposed measures regarding perceptions of foreign ISO 9000 certification (Table 6.24) were 
correlated w
w
suppliers’ competitive position and assuring their
in
to compete globally.  
 
The construct was tested using discriminant validity (6.27), CFA (6.28) and convergent 
validity (Table 6.29). However, the indicator measuring the equivalence of foreign and 
Australian certifications showed a relatively lower correlation when compared to the three 
other indicators. This suggests a higher range of variation in the responses of purchasing 
executives with regard to the equivalence of certifications.    In any case, the correlation of the 
measure was still sufficiently high and well differentiated   from other constructs’ indicators. 
Thus it can be said that the measure belongs to the construct studied and it provides an 
assurance of the credibility of foreign ISO 9000 certification.   Two comments were made 
about the provenance of the certification. One purchaser expressed interest in knowing how 
foreign ISO 9000 certification bodies audit foreign suppliers. Also, one manager assigned the 
standard reliability only if coming from USA. 
 
 
8.3.4.1 Purchasers’ View of ISO 9000 Certification in the Supp
 
The variety of purchasers’ comments allows us to catch a glimpse on how the Australian 
purchasers participating in the study regarded ISO 9000 certification. Most of the comments 
of the purchasing executives considered the standard irrelevant (46% of twenty-four ISO 9000 
certification related comments). One third of the comments related to the standard argued 
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about its importance in the purchaser- supplier interface. Some managers expressed doubts 
about ISO 9000 certification gaining new customers. One manager was concerned about 
which markets require Australian ISO 9000 certification from foreign suppliers (See section 
6.7 and Appendix D). Arguably, there is a great deal of discussion when it comes to evaluate 
e current role and credibility of foreign and domestic ISO 9000 certification.  
 
ed, end customers seem to be relatively 
nconcerned about ISO 9000 certification in the supply chain.  According to 82.4 % of the 
 (Table 6.5b and 6.6/Figures 7.2 and 7.3). 
te in the growth of the certification. However, 
e majority of suppliers in our sample from those countries held the certification.  Australia 
e period. 
ome of the reasons for the decline suggested by experts and users include economic 
th
From the perspective of the purchasers survey
u
Australian purchasers participating in this study, ISO 9000 certification was not gaining new 
customers with some exceptions related to the government (Table 6.6). Altogether, the 
findings suggest that purchasers still recognize ISO 9000 certification as a consistent and 
useful QMS standard in SCM. The certification is still deemed to involve a mutually 
beneficial process for customers and suppliers. However the results of this study showed that 
the standard was more relevant for the suppliers and the purchasers’ customers than for the 
purchasers themselves
 
 
8.3.4.2 Effect of the Global Growth of ISO 9000 Certification and Company Size  
 
 
Table 8.4 shows ISO 9000 certification global growth per supplier’s country. Only 9 out of 27 
suppliers’ countries experienced a constant growth in the number of ISO 9000 certifications 
from December 2001 to December 2003 (International Organization for Standardization, 
2004).  The shadowed areas represent the countries with such continuous growth.  
 
With the exception of China, countries with an increasing number of certifications also 
showed a high percentage of certified suppliers in our sample. Countries like Germany, UK, 
Singapore and South Korea had a negative ra
th
showed an important decrease in the number of ISO 9000 certifications for the sam
S
recession, the 2000 version is harder to achieve, and a growing proliferation of sector specific 
standards (West, Naish, Haworth, & Arter, 2002).  
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The larger the purchaser’s company, the more likely they would to buy from ISO 9000 
certified foreign suppliers (Tables 6.5a and 6.5b/Figure 7.2). 
 
Table 8.4 Certified suppliers per country vs. global growth of ISO 9000 certification in 
suppliers’ countries and in Australia. 
IS0 9000 Certifications ** 
(Global figures per country)  
No. (%)  of 
Country * certified suppliers 
in the sample Dec. 2001 Dec. 2002 Dec. 2003 
USA 40 (78.4) 37 026 38 927 41 571 
Germany 14 (77.8) 41 629 35 802 24 889 
China 57 783  75 755  96 715  
Hong Kong 14 (35.7) 3 814 3 868 2 741 
Japan 12 (92.3) 27 385 33 964 55 916 
France 7 (70.0) 20 919 19 870 18 007 
UK 8 (80.0) 66 760 60 960 49 151 
Malaysia 4 (66.7) 3 195 3 733 3 668 
Italy 5 (83.3) 48 109 61 212 64 120 
India 5 (100) 5 554 8 110 10 198 
New Zealand  4 (80) 2 069 2 069 2 816 
Switzerland 1 (20) 8 605 10 299 9 063 
Taiwan 2 (40) 5 405 3 182 3 216 
Singapore 4 (100) 3 513 5 379 3 480 
South Korea 4 (100) 17 676 14 520 12 846 
Austria 1 (33.3) 4 000 4 094 3 204 
Indonesia 3 (100) 1 395 1 947 2 056 
Holland 2 (66.7) 12 745 13 198 10 309 
Sweden 3 (100) 4 652 4 039 3 262 
Thailand 3 (100) 3 870 4 556 5 105 
Canada 2 (100) 11 635 12 371 11 759 
Denmark 2 (100) 2 163 1 900 1 195 
South Africa 1 (50) 2 263 2 625 2 537 
Belgium 1 supplier 4 670 4 725 4 032 
Finland 1 supplier 1 870 1 872 2 058 
Israel 1 supplier 6 447 6 040 5 949 
Philippines 1 supplier 961 766 509 
Turkey 1 supplier 2 949 3 941 3 975 
Australia  26 750 27 135 19 975 
Note: * ranged from the largest to the lowest number of suppliers per country.  
Source: International Organization for Standardization (2004) **. 
 
Similarly, the bigger the company the more likely they are to have customers concerned with 
the standard, although to a lesser extent. Fifty-five purchasers, i.e. 30.2 % of the respondents 
said that their customers required them to hold ISO 9000 certification. A large proportion of 
those purchasers (45 out of 55, i.e. 81.8 %) worked for companies with 100 employees or 
more as shown in Table 6.6 (Figure 7.3).  
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8.3.5 The Country of Origin Effect 
 
Th ch 
differences include differen  provenance, 
data collection instruments etc.  Hence, it is importan stics of this 
research in mind when disc uence O se a n Table 
8.5. The stics are p accordin  sche posed rson and 
Jolibert (1995)  in Table 8.5.   
 
The responses of the purchasing executives c d tha o indi riginally 
proposed were correlated and constituted the COO effect construct (Table 6.25). Information 
about the c y of design nd infor about untry o facturing 
(COM) as cues influencing purchasing decisions he two les test le 6.27). 
COM is ceived pr nd quality risk (Nes, 1981). It significantly influences 
perceptions of durable goods and varies depending on the product category (Hugstad & Durr, 
1986). 
The comp rovides le contex pret t t. T rtance of 
manufactu design for ondents c inferre  that o  % of the 
respondents purchased manu  product e 6.2 er, 16 f the 45 
executiv ted purcha nstraints s  constra ere relat esign and 
manufacturing (Table 6.12).   Altogether, 39 out of 45 purchasers reporting constrained 
decision-ma or bought m ng produ ble 6.1
 
The relevance of the COO effect in the sample concerns over 73 % of purchasers buying 
6.1). Saghafi 
nd Puig  (1997) reported that the decision to buy from developed countries is made on 
quality characteristics with price being the least important product attribute.  
ere are considerable methodological differences in the research of the COO effect. Su
t respondent samples, products studied, countries of
t to keep the study characteri
ussing the infl  of the CO effect. The re shown i
characteri resented g to the me pro by Pete
onfirme t the tw cators o
ountr (COD) a mation  the co f manu
were t  variab e bd  (Ta
 a cue to per oduct a
 
any profile p  a valuab t to inter he construc he impo
ring and  the resp an be d given ver 92
facturing s (Tabl ). Furth  out o
es who repor sing co aid the ints w ed to d
king f anufacturi cts (Ta 5).  
mainly from developed countries i.e. Europe, North America and Japan (Table 
a
 
Given the business-to-business approach to the purchaser-supplier relationship and the 
company profile discussed above, it is expected that the purchasers knew both their suppliers 
and imported products reasonable well. Thereby, the halo effect of the COO effect might not 
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have been relevant for them. It seems more likely that the COO effect in this study may be 
s effect suggested in the literature (Frear et al., 1995). explained by the summary of attribute
 
Table 8.5 Study characteristics of the COO effect in this research 
Study Characteristic  Operationalisation  
Research designed employed 
Type of respondent 
Number of cues in study 
Stimulus context 
Country of stimulus 
Number of countries in stud
Between-subject (cross-sectional) 
Business people (Purchasing Executives) 
Multiple cues 
Paper and pencil 
Does not include respondents’ country 
y 
Respondent nationality 
Level of stimulus product  
More than ten (28) 
Non U.S. (Australian) 
Product category 
Type of stimulus product  
Kind of stimulus product 
Mode of data collection 
Year of study 
Study context 
Sample size  
Source of respondents 
Industrial Product 
Durable 
Self-administered 
2003 
Field (Purchaser-foreign supplier interface) 
182 
One country 
Source: developed for this research from chapters 5 and 6 and the research framework 
 
proposed by Peterson & Jolibert (1995, pp. 888-889). 
 
ade and taking the construct by itself leads to ambiguity in the interpretation.  
The current discussions related to the variables involved in this study emphasize single cue 
When assessing the COO effect in the sample studied, a number of factors must be taken into 
account. First, the COO effect is relatively unexplored in the purchaser-supplier interface of 
the supply chain (Quester et al., 2000). It is also known that the patterns of the COO effect are 
not consistent. The magnitude and mechanisms of influence vary across countries, samples 
and product categories (Thakor & Lavack, 2003). Peterson and Jolibert (1995) suggest that 
the COO effect is context-dependent and it exists only in certain conditions. A generalization 
cannot be m
 
 
8.4 Discussion of Results regarding the Hypotheses and the Model 
 
 
models. The following sections discuss the complexity of the purchaser-supplier interface as 
represented by the model proposed and tested in previous chapters. The aim was to uncover 
patterns of response not directly observed. During the discussions, the multivariable model, 
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represented by its hypotheses, was put into the context of the company profile and the 
literature review of international SCM.  
 
8.4.1 Hypoth ength of the 
Relationship 
 
The 1a  the purchasers 
par
FIG
 
 
 
 
 
 
 
 
ennings (2004a) reported the existence of an inevitable lack of clarity and certainty in the 
nforceable promises but one cannot expect that all of the promises will be readily 
 
eses H1a: Culture Affinity is a positive determinant of the Str
with foreign suppliers 
 data analysis showed that H  (Figure 8.2) was particularly relevant for
ticipating in the study.  
URE 8.2 HYPOTHESIS H1A 
 
 
 
 
 
 
 
Strength of the commercial relationship: 
ment• CommitCulture affinity: • Language 
barriers do not 
cause problems 
in 
communica
: our supplier is willing to 
 long productive relationship, a 
m investment, mutual investment, 
edicate whatever people and 
 satisfied 
nflict management: 
make a
long-ter
and d
resources it take to make us a
customer. 
• Co
tion 
barriers 
successful 
commercial 
relationship. 
• Cultural 
do not make it 
  
 H1a Our firm agrees 
th supplier on the business priority of widifficult to 
establish a the relationship • Cooperation:  Our supplier participates 
readily in joint decision-making. 
 
 
 
The significance of this hypothesis (Figure 8.2) for the purchasers may be explained as 
follows. The higher the culture affinity the more the purchaser can be relieved of part of the 
risk and uncertainty associated with the purchaser-supplier interface. Moreover, the 
behavioural transparency (Rao & Schmidt, 1998) resulting from culture affinity is particularly 
important in the case of contractual agreements.  
 
J
contractual agreements between purchasers and suppliers. A contract consists of legally 
e
enforceable in a court (Jennings, 2004b). Thus, importers and exporters tend to rely more on a 
problem solving than on a legalistic approach (Lin & Germain, 1998). This is particularly true 
in the international purchaser-supplier interface. Court orders enforcing contract promises fall 
in the court’s jurisdiction, which means that they are highly discretionary  (Jennings, 2004b).  
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Two variables involved in this hypothesis suggested that the purchasers favoured a proactive 
and cooperative approach to conflict. In practice most of the damage caused by a contract 
reach cannot be compensated. There is an inevitable difficulty of proving a causal 
articular breach would cause and developing incentives for good performance e.g. the 
 (12.9 years in average) has already been established (Table 
6.1/Figure 7.4). 
ul contribute to lower l 
la ving both differences c 1a 
ggest  are aware of th es. 
Jennings (2004a) highlights that the comme  
suffi e and mprehensive w no “wriggle room”. Hence, the 
commercial language chosen should be cl e 
could w
 
8.4.1.1 inity in Relationsh s ith Western Suppliers vs. Non-Western 
pplie
wever, in relation to the duration of the 
lationship, Japan provides a good example. Table 6.1 also shows that Japanese suppliers 
= 2-75 years). Other similar Western countries ere Switzerland (average of 14.3, range = 6-
b
connection. Jennings (2004a) argued that it is better pre-agreeing how much damage a 
p
prospect of a profitable long-term relationship.  In the sample studied, the incentive of a long-
term business relationship
 
C ture affinity may ing the uncertainty coming from commercia
re tionships invol
s that the purchasers
ntly unambiguou
in ulture and language.  The relevance of H
e costs of negotiating in such circumstanc
rcial language of the agreements should be
 as to allo
su
ci s 
ilfully misunderstand it.  
Culture Aff
rs 
co ,
ear  so that, in unexpected contingencies, no on,
ip w
su
 
As shown on Table 6.1, about two thirds of the respondents preferred Western suppliers to 
non-Western suppliers. Consequently, it was not surprising that the respondents developed a 
sense of affinity and longer relationships with Western suppliers. The majority of Western 
suppliers may be a reflection of how purchasers try to reduce the level of uncertainty in the 
interface studied (Lin & Germain, 1998). Ho
re
held the highest average relationship (20.2 years, range = 6-65 years) with Australian 
purchasers. This might be explained by Japanese industry being considered as a noteworthy 
example of integration of the supply chain (Lamming & Hampson, 1996). It is likely that the 
Japanese suppliers have developed cultural strategies to foster the behavioral transparency 
mentioned above. A list of Western countries followed the example of Japan, namely 
Germany (average of 17.6 years, range = 2-50 years), Sweden (average of 17, range = 5-25 
years), New Zealand (average of 16.7, range = 5-30 years), and USA (average of 14.9, range 
 w
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20 years) and UK (average of 13, range = 2-38 years).  South Korea and other Asian and 
European suppliers continued the list with 12 years of average relationship downwards.  
 
No particular preferences towards purchasing from Western or non-Western suppliers could 
be inferred in relation to the size of the company (Table 6.17). In other words, the provenance 
of foreign supplier’s region did not make any difference to the purchasing patterns across the 
size segments of the company profile. However, the biggest companies (more than 200 
employees) were double the number of medium size firms (20-99 suppliers) when either 
uying from Western or non-Western suppliers (Table 6.17). An explanation may be that the 
our managers made general comments regarding their relationships with foreign suppliers. 
 disagreement between major European companies had affected the relationship 
b
biggest companies may count on financial resources to facilitate the interaction with foreign 
suppliers. Similarly, the second most important purchasing segment by size i.e. (20-99 
employees) may rely on their resourcefulness in developing relationships with foreign 
suppliers. However, the assumptions of availability of resources and business creativity do not 
appear to be linked to a cultural strategy in the sample studied. Similarly, the significance of 
H1a was not found to be linked to a partnership strategy.  
 
F
Three of them referred to the relationship as a very positive experience. The fourth purchaser 
aid that as
between his Australian company and the European firm (Appendix D). 
 
8.4.2 Hypotheses H1b: Culture Affinity is a positive determinant of customer’s 
perception of foreign supplier’s Quality Reliability 
 
The hypothesis H1b assumed that the behavioral transparency resulting from culture affinity 
influences the quality reliability related to foreign suppliers (Figure 8.3). However, the data 
analysis indicated that H1b was not significant.    
 
Further, two hypotheses, H1a and H2a, each including one of the two constructs involved in H1b 
were significant. These findings may indicate that culture affinity has an indirect effect on 
dealing with quality reliability issues. In other words, once a critical level of language and 
culture affinity is achieved through the relationship, quality reliability issues would be best 
worked out relying on a relational approach.     
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FIGURE 8.3 HYPOTHESIS H1B 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The questions/comments of two respondents were relevant for the discussion of the results of 
1b.  One purchaser asked how foreign suppliers interpret/understand the meaning behind 
 out that delivery on 
me is one of the big issues for purchasers.  It is also known that the perception and use of 
ggest that aspects other than language and 
culture barriers might be playing a role in the interaction of the two constructs involved in 
re importantly, a predictable reserve inventory 
 needed to maintain satisfactory customer service levels.  
H
Australian purchasing specifications. Another purchaser asked the following question: are 
problems of delivery associated with Australian importers or foreign exporters? (Appendix 
D).  The questions showed an interest in discerning to what extent cultural aspects of one of 
the two parties influenced quality issues. Schreibfeder (2001) pointed
ti
time varies across cultures (Harris & Moran, 1996).   
 
On the one hand, most of the problems mentioned by Schreibfeder (2001) and summarized in 
Table 8.3 are more likely to be solved using a  planned technical and/or relational approach. 
On the other hand, the purchasers’ questions su
H1b. This takes us back to the consideration of time as a cultural dimension. The ramifications 
of different concepts of time accuracy between purchasers and foreign suppliers may have 
important repercussions. Late deliveries may be as serious as failing 100% of the deliveries. 
For the purchasers, quantifying inconsistencies in delivery and lead times is critical to 
estimate safety stocks (Schreibfeder, 2001). Mo
is
Quality Reliability:  
• Quality perceptions:
  
 H1b
Culture affinity: 
• Language 
barriers do not 
cause problems 
in 
communication 
• Cultural 
barriers do not 
make it 
difficult to 
establish a 
successful 
commercial 
relationship. 
 
- Our supplier has the ability to resolve our 
complaints by analysing issues, events and 
processes. 
- Our supplier delivers our orders to enable 
our production to be on schedule 
- Our supplier’s QMS enables it to deliver 
excellent service and products to our 
company  
• Trust:  
- We have an overall expectancy that our 
supplier is honest. 
- Our supplier will not take unexpected 
actions that would result in negative 
outcomes for our business. 
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s shown in Figure 8.1 foreign suppliers were quite well differentiated by region (Western vs. 
on-Western suppliers). However, the construct of culture affinity did not include cultural 
tra of dealing with  that most 
upp r  suppliers sugg al barriers 
id not ious problem f lternative 
xplana ulture affinity lity was somehow 
nim
.4.2.1 Explanations of a 
hat co esty in purchasing e spectrum of 
e supp es (Figure 8.4). T ithin challenging 
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e management and cultural behaviour in the supplier’s country.  
A
n
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or the sam
s lie s were Western
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FIGURE 8.4 CORRUPTION PERCEPTION INDEX PER SUPPLIER’S COUNTRY AND AUSTRALIA 
Corruption Perception Index 
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Notes: a) the score relates to perceptions as seen by business people, academics and risk 
analysts, and ranges between 10 (Highly clean) and 0 (Highly corrupt), b) 2003 scores. 
Source: Internet Center for Corruption Research (2004). 
 
The gate keeping role of purchasers inevitably makes them a target of various attempts at 
supplier influence (Dickie, 2002). A situational and cultur
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adopted if credibility is to be sustained. Thus, international purchasers must differentiate 
dditionally, the competitive advantages of different cultural profiles imply cultural 
 increase the awareness of 
suppliers) the less is the 
portance of developing intercultural competence skills.  
Table 8.6 Competitive Advantages of  
Different Cultural Profiles in International Competition 
Power distance small 
Acceptance of responsibility 
 
Uncertainty avoidance weak 
Basic innovations 
 
Collectivism 
Employee commitment 
 
Femininity 
Personal service 
Custom-made products 
Agriculture 
Food 
Bio
Short-term orienta
ast adaptation 
Power distance large 
Discipline 
 
Uncertainty avoidance strong 
Precision 
 
Individualism 
Management mobility 
 
Masculinity 
Mass production 
Efficiency 
Heavy industry 
Chemistry 
Development of new markets 
between conflicts of interests and conflicting interests. The former being a probity issue and 
the latter a management issue. A strategy dealing with “grey” areas would include managing 
the conflicting interests instead of removing them from the purchasing process (Box, 2002). 
Most suppliers were from countries where perceptions of honesty are similar to Australia. 
Hence, the presence of a significant honesty/trust gap between purchasers and foreign 
suppliers was unlikely.       
 
A
weaknesses (Hofstede, 2001, p. 442). This is a strong argument to
cultural differences in order to develop intercultural competence skills according to the 
characteristics of our international commercial partners (Table 8.6). Quality performance and 
quality reliability may be influenced by such intercultural skills. However, the more the 
cultural affinity with our international partners (purchasers or 
im
 
chemistry 
 
Bulk chemistry 
 
tion Long-term orientation 
F
Source: Hofstede (2001, p. 443). 
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Another explanation of the results of H1b is that the influence of culture affinity regarding 
quality may be restricted to the selection process of the foreign supplier (Harris & Moran, 
1996) and it would be relatively unimportant in further stages. 
 
Overall the results suggest that for the sample studied, language and culture affinity influence 
quality reliability to a limited extent. The construct of culture affinity proposed and tested in 
this study did not include the concept of time as a variable (Trompenaars, 1995).  Moreover, 
imilar or different cultural perceptions of managing conflicting interests may influence 
f the quality reliability construct 
(Figure 8.5).  
 
 
 
 
 
 
 
s
quality reliability, particularly trust. The role of trust, embedded in quality reliability, seems 
to play an instrumental role in the context of quality reliability in so far as a relational 
approach is included. This will be discussed next. 
8.4.3 Hypotheses H2a: The Strength of the Commercial Relationship influences 
customers’ perceptions of foreign supplier’s Quality Reliability 
 
The discriminant validity test (Table 6.28), the CFA (Table 6.29) and the convergent validity 
test (Table 6.30) confirmed that trust is a component o
FIGURE 8.5 HYPOTHESIS H2A 
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However, the two measures of trust obtained relatively lower factor loadings in relation to the 
other three quality indicators of the construct. Further, the correlations of trust and the 
commitment item concerning long-term investment mentioned were relatively close.   
 
evaluate their relationship 
ith suppliers. Their findings indicated that trust and commitment were relational outcomes 
ucture to rely on a positive dependence through cooperation. It can be assumed 
at business partnerships contr nd service compliance without 
sorting to coercive influence tactics. Matthews (1996) noted that trust, commitment and 
ooperation were commonly associated with commercial standing, the 
su ation with a par r f the cases. Other 
uity, shared goals, 
uation and group working (Matthews, 1996). 
esis for the purchasers highlights the importance of the 
ship variables and q ality rel e stressed by 
n on in  chains (Waters-
small and close 
le studied because most suppliers were European or 
 number of issues involving quality reliability m rom the contractual relationship 
ith foreign suppliers. Strohfeldt (2002) makes a distinction between an “issue” and a 
“dispute”. An issue is defined as the difference in opinion or disagreement between the 
It is not entirely unlikely that a sixth construct involving the two measures of trust and the 
indicator of commitment mentioned might be involved. This sixth construct might be 
mediating between the quality reliability construct and the strength of the relationship 
construct. The linkage of trust and quality has been pointed out by Matthews et al. (2000). 
Further, they found that a reliable quality approach by means of the company’s commitment 
is essential in developing a corporate vision and strategy in line with other supply chain 
customers.  
 
Ha, Karande, and Singhapakdi (2004) investigated how purchasers 
w
resulting from a pattern of cooperation.  The degree of cooperation was the result of the 
interdependency between commercial partners. Thus, a commercial partnership would 
provide the str
th ibute to developing quality a
re
c  partnerships. Notwith
re lts of this study found associ tne ship in only 6.6 % o
elements may be necessary such as eq
roblem resolution skills, continuous eval
he high significance of this hypoth
nk between relation
 risk, win-win philosophy, common 
p
 
T
li u iability. Such relevance may b
 some international supplythe fact that Just-In Time (JIT) is not a
uller, 1995). Elements of JIT such as 
 opti
F  frequent orders and geographically 
suppliers were not viable for the samp
orth American.  N
 
A ay arise f
w
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purchasing company and the supplying parties regarding a contract. A dispute is an issue 
where the parties have taken defined positions involving a less cooperative and formal 
procedure (Strohfeldt, 2002). The relevance given to conflict management and trust suggests 
that the participating purchasers prized informal negotiations within a high degree of 
04a) and DeFeo (2001) use the analogy of an iceberg to compare the contractual 
lationship with suppliers in relation to the hidden costs of poor quality. What goods or 
ement 
ost reduction programmes and share in the collective benefits (Barriere-Varju & Moyer, 
 was combined with a wider relational approach opening possibilities to 
alize the full promise of global SCM. Nevertheless, there are indications that long-term cost 
cooperation. A sound business relationship would preferably manage issues and disputes from 
the tender phase. Further, partnered contracts would prefer to talk in terms of issues as they 
aim at settling issues before they escalate into disputes.  
 
8.4.3.1 The Role of the Cost of Poor Quality in the Commercial Relationship 
 
Jennings (20
re
services and what price is specified in the contract is only the visible one-ninth of the contract 
“iceberg”. Similarly, visible costs of poor quality are recalls, waste, rejects and rework 
(Figure 2.6). There are major issues like which party takes the risk of goods not arriving on 
time and what if it is because of extreme bad weather. Similarly, who decides what is extreme 
and what is not. Further, what if what is being ordered is not easily defined or measured. 
These issues give rise to hidden costs of poor quality e.g. unused capacity, excess inventory or 
planning delays (DeFeo, 2001). A relationship management approach regarding supplier’s 
quality is not only about preventing the risks so much as allocating them.  It is about 
managing the other eight-ninths of the quality iceberg that is usually out of sight.  Further, 
instead of insisting on penalty clauses in contracts, it is better to ensure compliance by 
including supplier incentive clauses. This approach invites suppliers to suggest/impl
c
2003). 
 
The significance of H2a was reinforced by the fact that the respondents held the minimum 
framework of 5 years of business relationships recommended by purchasing consultants 
(Barriere-Varju & Moyer, 2003). Moreover, the traditional analytical approach to manage 
quality satisfaction
re
cooperation has not yet been accomplished. Consequently profitable long-term saving and 
sustainability are yet to be a reality in the interface studied.   
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8.4.4 Hypotheses H2b: ISO 9000 Certification is a positive determinant of customer’s 
perception of foreign supplier’s Quality Reliability 
 
The influence of ISO 9000 certification with regard to quality reliability is surrounded by 
controversy in both the literature and the comments of the purchasers (Figure 8.6). The model 
fit and the hypothesis test of H2b indicated that ISO 9000 certification influenced perceptions 
of quality reliability, although its influence was not significant for the Australian purchasers. 
owever, the discussion regarding H2b must consider the different levels of understanding of 
pliers’ ISO 
000 certifications are at different life cycle stages when compared to the Australian one.  
purchasers’ customers required 
ertification. A smaller percentage (17.6 %) of the Australian purchasers said that the 
H
ISO 9000 certification across companies and industries. Additionally, foreign sup
9
 
 
FIGURE 8.6 HYPOTHESIS H2B 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The purchasers’ responses indicated different stages of the perception of ISO 9000 
certification across different levels of the supply chain. For instance, despite over 75 % of 
foreign suppliers holding the certificate, only 30.2 % of 
c
ISO 9000 Certification: 
• The ISO Cert. issued by a 
certification body of our supplier’s 
country enhances its competitive 
positions and assures us of its 
competence. 
• The ISO Cert. issued by a 
certification body accredited in our 
supplier’s country is a reliable 
framework to ensure that the quality 
of our imports is acceptable. 
• The ISO Cert. issued by a 
certification body in our supplier’s 
country enables manufacturing firms 
in
  
H2b
Quality Reliability:  
• Quality perceptions: 
- Our supplier has the ability to 
resolve our complaints by 
analysing issues, events and 
processes. 
- Our supplier delivers our 
orders to enable our production 
to be on schedule 
- Our supplier’s QMS enables it 
to deliver excellent service and 
products to our company  
• Trust:  
- We have an overall 
 that country to compete 
successfully in global markets. 
• The ISO Cert. issued by a Cert body 
expectancy that our supplier is 
honest. 
- Our supplier will not take 
unexpected actions that would 
result in negative outcomes for 
our business  
in our supplier’s country is equivalent 
to the Australian one.  
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certification was gaining new customers, mostly from government areas (Tables 6.5b and 
les 
such us continuous improvement, customer satisfaction and teamwork (Van der Wiele & 
rown, 2002). Jones et al. (1997) indicated that a quality culture was not necessarily the 
outcome of implementing ISO 9 Thus, self-initiative and mature 
ompanies would hold a quality culture in place prior to certification.  
.4.4. ertificatio  
oun
u l  a minorit  
eserv ird most i ur 
ample. However, a minority (35.7 %) of Chin e sup n 
le iza
hina rtificates pe
awri  region, p
000 ay a role only where it is “commercially viable”. Lau, 
h , derstanding of QM concepts in China. Over 75 
 of t eir study were manufacturin O 
0 0 certification. However, the understanding of QM c ound to be relatively 
w. Improvement was needed in areas such as QM strategies, awareness of customer 
quirements, and design and development of new products. Sanchez-Rodriguez and 
6.6).  
 
By comparison, Van der Wiele and Brown (2002) conducted a longitudinal study with five 
large Australian companies from 1994 to 2001. Four of the organisations studied were public 
organisations. Their findings revealed a tendency to integrate ISO 9000 and QM initiatives 
into sustainable business planning and performance measures. Moreover, the word quality and 
acronyms such as QM and TQM were found to be used less and less. This suggested that 
Australian companies are moving away from company-wide quality audits toward specific 
key business processes audits. The tendency included adopting quality through princip
B
000 certification in Australia. 
c
 
 
1 Different perceptions of ISO 9000 C
tries 
8 n and Quality Reliability across
C
  
S pp iers from developing countries constituted
es careful attention. China was the th
y in our sample. The case of China
mportant exporting country in od
s es
tion for Standardization  (2004) reports that 
pliers held ISO 9000 certificatio
(Tab  6.9). In contrast, the International Organ
 now leads the world list of ISO 9000 ce
e (2004)   found that, in the Asian Pacific
certification will continue to pl
C r country. Moreover, Andersen and 
L articularly in India and China, ISO 
9
Z ao  and Xiao (2004) studied the level of un
he 600 participants in th% g firms from which   67 % held IS
oncepts was f9 0
lo
re
Martinez-Lorente (2004) studied the role of QM practices in the purchasing function of over 
300 of the largest Spanish companies (Table 8.7).  
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Table 8.7 Collaborative quality management practices with a  
significant correlation with purchasing’s operational performance 
Associated Collaborative quality management practices in the  operational Purchasing function performance  
• Supplier has access to purchaser’s production schedules and 
plans. 
• Visits to supplier’s factories and assessment of facilities.  
• Suppliers are recognised and rewarded for materials quality 
improvement.  
• Training of suppliers. 
• Suppliers are certified ISO 9000. 
• Purchasing has access to suppliers’ production costs and 
level of quality.    
• Suppliers participate in new product development process. 
• Long –term relationships (more than 5 years). 
• Limited number of suppliers  
            (3 or less for every purchased material). 
Quality of Materials 
On time Delivery 
Costs of materials 
Inventory Performance 
• Data collection about quality performance (supplier’s 
rejection rate, degree of internal customer satisfaction). 
• Purchasing and suppliers share information about quality 
perform nce, delivery and cost). 
Quality of Materials 
On time Delivery 
Inventory Performance 
a
Source: Adapted from Sanchez-Rodriguez & Martinez-Lorente (2004, pp. 676-679). 
 this study, most ISO certified suppliers came from developed countries or countries with 
nd the majority of the suppliers’ countries 
onsidered in this study, Spain had an increase in ISO 9000 certifications in the period from 
 
In
small percentages of exports to Australia. Canada fitted both cases in our sample. Canadian 
quality standardisation experts have indicated that ISO 9000 certification or some other 
formal QA framework is a necessary intermediate step of an evolutionary process. They 
argued that a drawback of ISO 9000 certification is its emphasis on a process approach as 
opposed to financial and non-financial results.  The next evolutionary phase should bridge the 
gap between QA and the successful performance maturity expected from commercial 
partnerships. It remains to be seen whether or not ISO 9000   will be selected as a stepping-
stone on that path (Boys, Karapetrovic, & Wilcock, 2004). 
 
They found that ISO 9000 certification was associated with a set of collaborative practices. 
The correlation between such practices and purchasing’s operational performance was 
significant and positive.  
 
It is important to highlight that, unlike Australia a
c
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December 2002 003 growth of 
ISO 9000 cer 2002 
(Intern
 
It has been suggested that in Western countries, quality initiatives are facing an 
ope i  translating quality 
strategies into business performance results (Cook & David, 1997, cited by Andersen & 
Lawrie, 2004). Operational QM control tends to focus on exercising of o 
the l  Ja e 
Japanese perception has successfully approached operational control as a m
for t ). Thus, it is not surprising 
that Japanese suppliers showed the longest average business relationships (over 20 years) with 
coun ri T
 
The e of 
e evolutionary process of ISO 9000 certification. However, it is advisable to take a 
nd Wright  (2000) studied the 
fluence of high and low levels of ethnocentrism in purchasing behavior. They found that 
ovenance of the products seem to play an important role in the COD 
nd COM variables of H3a. With the exception of China, most suppliers (and consequently 
 to December 2003 i.e. 4,525 new certifications. However, the 2
tification in Spain represents less than 50 % of the growth obtained in 
ational Organiza n, 2004).  tion for Standardizatio
rat onal/strategic divide. Such a gap would prevent firms from
power as opposed t
 ro e of control systems as a means of organisational survival. In pan, for 30 years th
eans of survival 
 bo h the company and its suppliers (Andersen & Lawrie, 2004
Australian purchasers in this study (Table 6.1). Interestingly, Japan is one of the few supplier 
t es where ISO 9000 certifications are growing at a steady pace ( able 8.4). 
findings regarding H2b constitute a good starting point to understand the current stag
th
contextual and cautious approach. The samples/cases in which H2b proves to be significant 
deserve special attention. Such cases will provide valuable opportunities to study the 
development of successful QMS frameworks across the international supply chain.  
 
 
8.4.5 Hypotheses H3a: Culture Affinity is a positive determinant of the COO effect 
 
The construct of culture affinity originally proposed in this study included ethnocentrism. 
However, the analysis revealed that the respondents did not identify themselves with an 
ethnocentric view of culture affinity (Figure 8.7). Watson a
in
respondents with low levels of ethnocentrism have a preference for purchasing foreign products.  
 
The characteristics and pr
a
imported products) were from developed countries (Table 6.1/Figure 7.10). Kaynac and Kara 
(2002) reported that Turkish costumers perceived  Japanese, American, and Western-
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European products to be associated with very similar attributes e.g. technologically advanced, 
well known, expensive, and having good style and appearance. From this view, the conditions 
to develop a positive image regarding COD and COM seem relatively promising.  Moreover, 
xpectations of a high differentiation level of customer service from suppliers from developed 
were two 
ctors associated with the challenges of global sourcing by US firms (Table 8.8). The type 
and the level of challenges varied depending of the market, the type of product, the volume of 
 more 
hallenging for companies with a low level of international experience in comparison to firms 
• Cultural difference: Language barrier, different customs, different business practices. 
e
countries may well reinforce such positive images. 
 
 
FIGURE 8.7 HYPOTHESIS H3A 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cho and Kang (2001) reported that cultural difference and country uncertainty 
Culture affinity: 
• Language barriers do not 
cause problems in 
communication 
• Cultural barriers do not 
make it difficult to establish 
successful commercial 
relationship 
  
 H3a
COO effect: 
• Information about the 
COD influences 
purchasing decision. 
• Information about the 
COM is part of criteria f
purchasing 
or 
fa
imports and the level of international experience. Cultural difference was perceived as
c
with medium or high experience.   
 
Table 8.8 Challenges associated with global sourcing. Perceptions of US firms. 
• Regulations: Quotas, tariffs, trade restriction bills. 
• Logistics: Inventory management, border-crossing procedures, transportation delays. 
• Country uncertainty: Foreign exchange fluctuations, political instability.   
Source: adapted from Cho & Kang (2001, p. 554). 
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Table 6.1 shows that, in this study, the vast majority of Australian purchasers chose suppliers 
from non-English speaking countries. In fact, after USA, the most important countries 
according to the number of suppliers were Germany, China, Japan and France. However, the 
Australian companies participating in this study reported long-term commercial relationships 
with their foreign suppliers. It is also very likely that English was the commercial language 
nd language was not considered an obstacle as found by Cho and Kang (2001). 
 
urther, given the significance there were no particular issues 
garding culture affinity. Thus, it seems likely that the level of culture affinity has also 
ontribute OO effect within the model.  
n in of the non-significance of H3a  the cultural 
a t udied by G an-Canli  found that a 
ollec red COO effects in product evaluation as opposed to an 
divi ure (USA). Figure 8.1 shows that amongst all the foreign suppliers’ 
ountries, USA was the country with the highest score for individualism. Hofstede (2001, p. 
00) reported that Australia showed the second highest score for individualism (Appendix E). 
 may be that the high individualism in Australia contributes to reduce the COO effect 
ssociated with COD and COM.     
ficantly important for the purchasers.  A number of factors 
related to the two constructs concerning H3b may account for that finding. On the one hand, 
the var pplier 
 
ted 
panies studied 
were: poor performan
being the most important variable.  Cost aspects ranked second in the list of reasons  (cited by 52 
% of customers). Ten percent of the industrial customers cited trust, culture, and communication 
a
F of H1a, it can be assumed that 
re
c d to mitigate any C
 
A direct explanation  might be related to
v ria ions in the COO effect st
tivistic culture (Japan) favou
dualistic cult
urh and Durairaj (2000) . They
c
in
c
5
It
a
 
8.4.6 Hypotheses H3b: The COO effect influences the customer’s perception of foreign 
supplier’s Quality Reliability 
 
 
The SEM analysis indicated that although H3b (Figure 8.8) was a relevant dimension of the 
fabric of the model, it was not signi
iables involved in quality reliability are critical in the international purchaser-su
interface. For instance, a Europe-wide study showed that service and quality issues
constituted the top reason for not renewing contracts in logistics outsourcing, a closely rela
area to purchasing. The service and quality issues mentioned by 68 % of the com
ce, poor service, and customer service problems, with delivery timeliness 
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problems making them the third most important reason for not renewing contracts (Wilding & 
Juriado, 2004).    
  
 
FIGURE 8.8 HYPOTHESIS H3B 
 
 
 
out with international industrial purchasers in Australia 
onfirmed that there is merit in studying quality dimensions of the COO effect in terms of 
 
8.4.6.1 Current COO effect Research undertaken with Australian Industrial Purchasers 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
On the other hand, studies carried 
Quality Reliability:  
COO effect:  
• Information 
about the 
COD 
influences 
• Quality perceptions: 
- Our supplier has the ability to resolve our 
complaints by analysing issues, events and 
processes. 
- Our supplier deliv
c
design and assembly (Quester et al., 2000). COA is closely related to the COM variable. 
 
  
Quester et al. (2000) focused on purchasers’ perceptions of  the quality of machine tools 
designed or assembled in developed countries and industrializing countries. Their study 
involved a mail survey of Australian and New Zealander purchasing agents. A five-point 
Likert scale was used to ask to what extent the product was of the highest quality. The study 
was a single-cue study, with the COO effect being the only variable studied. By and large, the 
differences found between COA and COD were related to the magnitude rather than the 
ranking of the scores per country. Quester et al. (2000) found that established industrialised 
countries ranked consistently higher than their newly industrialized or industrialising 
counterparts. Although it was not possible to draw a direct comparison between the two 
purchasing 
decision. 
 
• Information 
about the 
COM is part 
of criteria for 
purchasing 
ers our orders to enable 
our production to be on schedule   
 H3b - Our supplier’s QMS enables it to deliver 
excellent service and products to our 
company  
• Trust:  
- We have an overall expectancy that our 
supplier is honest. 
- Our supplier will not take unexpected 
actions that would result in negative 
outcomes for our business  
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studies using an exact match of countries and variables, Table 8.9 endeavours to uncover 
possible similarities between the two studies. The comparison suggests that the supplier’s 
untry choice in our study did not reflect the quality related pattern found by Quester et al. 
(2000).  
 
Table 8.9 A comparison of number of suppliers per country in this study vs. previous  
findings of purchasing agent’s perceptions (COD and COA regarding machine tools).  
co
 
COD** COA** 
Co ntry u No. Suppliers in this study* Mean Std. 
dev. 
Mean Std. dev. 
USA 51 3.832 0.749 3.859 0.698 
Germany 18 4.396 0.702 4.368 0.718 
Chi
Hong Kong  
na & Hong Kong data: 
  2.781       0.873       2.785         014 .877  
Japan 13 4.079 0.779 4.179 0.798 
France 10 3.346 0.844 3.423 0.850 
UK 10 3.665 0.834 3.684 0.830 
Malaysia 6 Data not available 
Italy 6 Data not available 
India 5 2.289 0.878 2.314 0.899 
New Zealand  5 Data not available 
Switzerland 5 Data not available 
Taiwan 5 2.828 0.965 2.842 0.904 
Singapore 4 3.187 0.917 3.157 0.945 
South Korea 4 3.148 0.916 3.172 0.918 
Austria 3 Data not available 
Indonesia 3 Data not available 
Holland 3 Data not available 
Sweden 3 4.053 0.822 4.061 0.799 
Thailand 3 2.380 0.881 2.400 0.887 
Canada 2 Data not available 
Denmark 2 Data not available 
South Africa 2 Data not available 
Belgium 1 Data not available 
Finland 1 Data not available 
Israel 1 Data not available 
Philippines 1 2.285 0.886 2.344 0.8879 
Turkey 1 Data not available 
Sources: (*) Data from Table 6.1 developed for this research in Chapter 6, 
              (**) Data from Quester et al (2000, p 483).  
 
 
The preference of Chinese suppliers by the Australian purchasers in this study ranked above 
Japan, Sweden, and other European countries as opposed to the Quester et al. (2000) study. 
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These divergences contribute to the statistical results of SEM for H3b. The data suggests that 
the influence of China in the overall results may deserve special attention in further studies.  
 
Table 8.8 showed the most important challenges for American purchasers when buying from 
overseas.  However, the results of this study indicated that delays, quality and language issues 
wou ot 
be a ect 
played the role of a “signal” (Table 4.1), in combination with other cues, as sugg hmed 
et a Whe  th ing  eff ld -
significant COO effect. The diffe es between Que l. (  st ch 
are in line with the findings of P on and Jolibert ( Th -c ies 
pro COO effect sizes than do multiple-c ry 
link is becoming increasingly com x in the supply c OD OM ot i the 
same  (Acharya & Elliot, 2001). 
 
Finall  important to keep in mind that the results of H ted to the 
ch  the COO effec udied in the mul le O the 
results underline that purchasing in the supply chain is a specialised function and decision-
making would be based on an informed hierarchy of 
 
8.5 Conclusion  
 
The n carried out in this chapter endeavoure idg p by 
the research question. The primary aim was to und ho att  rel ips 
uncovered between variables fit into the body of knowledge.   T has enabled 
a clear distinction between the fi lationships (hypotheses) studied. 
It is time that culture inity, the strength of the c ship in the 
supply chain, quality reliability, d the COO effect have bee  model and 
tested concurrently (Caldera & Dalrymple, 2004b). The discu as on lts 
pt in mind 
tional purchaser-supplier interface. The 
iscussion of results contributes valuable information to decision-making regarding supply 
ld not be significantly associated with the COO effect. The COO effect studied may n
 strong cue when interacting with other supply chain variables. It may be that the COO eff
ested by A
l. (2004). n the other cues are stronger, e result COO ect wou  be a non
renc ster et a 2000)’s udy and this resear
eters 1995). ey found t lehat sing ue stud
duced larger ue studies. Moreover, the product-count
ple hain. C  and C  may n nvolve 
 country
y, it is 3a and H3b are rela
aracteristics of t st tivariab model (Table 8.3). verall, 
effects and facts. 
discussio d to br e the infor  gamation  raised 
erstand w the p erns of ationsh
he use of a model 
ve latent variables and six re
 the first aff ommercial relation
an n put together in a
ssion w  based the resu
presented in the previous chapter. The boundary conditions of the model were ke
while building upon a systems view of the interna
d
chain uncertainty as defined by Van der Vorst & Beulens (2002).  Also, the findings 
contribute to better understanding of the role of environmental uncertainty (Overby & Min, 
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2001) in the internationalisation of firms. Conclusions based on the analysis and discussions 
will be presented in the following chapter.  
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Chapter 9  
 
 
CONCLUSIONS 
 
 
 
.1 Introduction 
 
This chapter addresses the research objectives in the light of the whole research program. The 
research objectives were developed from the research questions presented in the Introduction 
to the thesis. Section 9.2 starts with a brief review of the research, presenting the aims and 
achievements per chapter in order to fulfil the following global research objectives:  
 
• To investigate what are the key factors associated with the cross-national purchaser-
supplier interface of the ISC. Particular emphasis is placed on how purchasing 
executives deal with the environmental uncertainty surrounding the interface. 
• To investigate the relative importance of each of the latent variables found in the 
interface, when interacting simultaneously. 
 
As a result, six hypotheses emerged during the research process namely: 
 
• Does culture affinity significantly influence the strength of the commercial relationship? 
• Does culture affinity significantly influence perception of quality reliability? 
9
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• Does the strength of the commercial relationship significantly influence perception of 
quality reliability? 
 Does perception of ISO 9000 certification significantly influence perceptions of quality 
reliability? 
 Does culture affinity significantly influence the COO effect? 
 Does the COO effect significantly influence perceptions of quality reliability?  
 
ection 9.3 presents the conclusions associated with the key factors surrounding the interface 
tudied. The conclusions with regard to the six specific research objectives are presented in 
section 9.4. Section 9.5 presents conclusions regarding the relevance of the model as a means 
to study the complexity of the purchaser rface. The chapter ends with a general 
conclusion about the research project. 
 
 
9.2 Synthesis of Aims and Achieved Outcomes of the Research per Chapter 
  
tives were addressed through a number of aims that were achieved chapter 
Aim: 
? 
urchaser-supplier interface of the ISC.  
Outcome:  
lds of study in order 
to deal with the research objectives.   
e 
•
•
•
S
s
-supplier inte
The research objec
by chapter. The steps toward the research objectives as well as the outcomes achieved in 
relation to those objectives are presented next.  
 
? Chapter 2 Literature Review: 
? To establish the theoretical foundation upon which the research was based  
To identify issues involved in the environmental uncertainty surrounding the supplier-
purchaser interface of the ISC.  
? To discuss the relative importance of each of the factors found as part of the 
environmental uncertainty surrounding the p
? SCM, RM, TQM and Culture were found to be the background fie
? Five constructs were identified: the strength of the commercial relationship, cultur
affinity, Quality Reliability, ISO 9000 certification and the COO effect. 
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? It was found that the five variables mentioned above had been studied mostly within their 
own academic disciplines. No interdisciplinary research involving a concurrent multiple-
? To discuss and develop a methodology that articulates the research objectives within a 
 Outcome:  
? It was found that the realism paradigm suited the research objectives best.  
s, contingent 
validity, methodological trustworthiness, as well as analytical generalization and 
 were outlined. 
 
: 
? complexity of the interface studied by means of a 
lish the model hypotheses aimed at answering the research questions 
Ou
? Six hypotheses addressing the research objectives give structure to the model. 
?  The model assumed a concurrent interaction of the factors in the interface studied.  
variable approach for the five variables was found.  
 
? Chapter 3 Methodology: 
Aim:  
suitable research paradigm and ethical framework.  
? To establish the criteria for selection of methodology and method within the realism 
paradigm. 
? To develop an awareness of the limitations or potential contingencies linked to the 
methodology.  
? Criteria were based on ontological and epistemological appropriatenes
construct validity. 
? A methodological plan based on survey and SEM was established.  
? Sampling and data collection approaches
? Chapter 4 Model Development
Aim:  
? To establish an interdisciplinary research model.  
? To apply a theoretical and retroductive approach to modelling. 
To represent a section of the 
theoretically driven model. The model would be assumed to be “real”, contingent and 
contextual, in accordance with the realism paradigm. 
? To estab
regarding the environmental uncertainty surrounding the purchaser-supplier interface.  
tcome:  
? A conceptual model including five latent variables involved in the interface studied 
was developed.  
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? Ontological and epistemological appropriateness was established. 
The theoretical framework for modelling was established. ? 
 
? hapter 5 Data Collection 
link the theoretical level to the development of a data collection instrument 
? al administration method. 
ion method. 
olving the right respondents. 
Ou
A 
questio
? lidity of the questionnaire were demonstrated. 
eeded to test the 
ency Tables and EFA, SEM Analysis, and summary 
ments): 
? 
? 
hips when acting simultaneously. 
? urchasers’ comments in order to provide context to the discussion of 
C
Aim: 
? To 
? To reduce the abstract constructs so that they can be measured. 
To develop the data collection instrument and the fin
? To carry out a pilot test in order to refine the questionnaire and the choice of the 
administrat
? To manage constraints such as time, costs, accessibility of the population and the 
feasibility of inv
tcome:  
? The variables of the constructs of the model were operationalised 
questionnaire was designed to measure the hypotheses associated with the research 
ns  
Content and face va
? The responses to the survey provided the empirical dimension n
actual model, in tune with the realism paradigm.  
 
? Chapter 6 Data Analysis (Frequ
of com
Aim: 
? To refine the theoretical constructs by using EFA and CFA. 
? To measure the validity and reliability of the constructs. 
To test the actual model in accordance with the realism paradigm using a SEM 
approach.  
? To measure goodness of fit of the model. 
To determine the relative importance of each of the latent variables and their 
relations
? To apply descriptive analysis in order to determine the company profile. 
To classify the p
results. 
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Outcome:  
? Construct validity and reliability were demonstrated. 
? A structural model was developed. 
t was found to be reasonably good. 
e model fits well enough to be a useful approximation to reality. 
 of the 
d. 
? Chapter 7 Results (Graphics of Company Profile and Comments): 
? results regarding the nominal variables 
ontribute background to the research.  
phic representation of the classification of the purchasers’ comments. 
? 
Aim
 To discuss the actual findings arising from the research model in accordance with the 
lts against the perspective of the Australian trade statistics relative to 
ports.  
urchaser’s comments.  
died, and from their concurrent interactions were uncovered. 
utting the findings in the context of the ISC 
? environmental uncertainty in the interface 
 
Conclusions about the findings are presented next, starting with the constructs of the model 
and followed by the findings regarding the hypotheses 
? The model goodness of fi
? Th
? The model testing provided findings that can be discussed within the context
purchasers’ comments and the literature.  
? Methodological trustworthiness, and analytical generalisation were demonstrate
 
Aim: 
To establish a graphic representation of the 
that c
Outcome: 
? Graphic representation of the company profile.  
? Gra
 
Chapter 8 Discussion of Results: 
: 
?
realism paradigm. 
? To weigh the resu
im
? To discuss the results in the context of the literature and the p
Outcome:  
? Significant and non-significant patterns arising from the factors embedded in the 
interface stu
? Contingent validity was demonstrated by p
purchasing literature and the purchasers’ comments. 
The contribution to knowledge regarding 
studied was made explicit. 
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9.3 the interface studied 
 
The  rounding the purchaser-
sup e  experiences. The 
find g
The pu les studied in relation to foreign suppliers is 
pre t
 
 
The size of the company did not significantly influence the duration of the commercial 
rela n
purcha  of a high level of commercial maturity.   
The purchasers showed a high level of commitment. The development of long-term 
inv m  investment in people and resources 
wer partnerships, 
as this approach was both explicitly and implicitly ruled out by the purchasers. Cooperation 
s aking as a result of overlooking working on cost 
opt n with foreign suppliers. Additionally, the purchasers were not oriented toward 
com e
circum ent of the SCM philosophy cannot be furthered. Procedural 
reg r
settling conflicts.  
 
9.3.2 Culture Affinity 
 
Despite were able to 
dev p
Europe finity based on a lack of cultural 
and n
ethnoce gn suppliers. Japanese suppliers stood out as the suppliers 
ith the longest duration in the commercial relationship.  
 The Environmental Uncertainty Factors surrounding 
se conclusions about the environmental uncertainty factors sur
pli r interface encompass a wide range of international purchasers’
in s account for executives buying mostly manufacturing products from 27 countries.  
rchasers’ approach to the five latent variab
sen ed next.  
9.3.1 The strength of the commercial relationship  
tio ship. Nevertheless, a generalized pattern of long-term relationships between 
sers and foreign suppliers provided evidence
est ents, long productive relationships, and mutual
e welcomed. Nevertheless, commitment was not associated with commercial 
wa  circumscribed to joint-decision m
imisatio
m rcial equity, i.e. the wish to maximize gains and minimize losses.  In such 
stances, the advancem
ula ity in the form of agreeing on the business priorities was reported as a means of 
 potential 
 the absence of a defined cultural strategy, the purchasing executives 
elo  a sense of cultural affinity with their foreign suppliers. An intensive trade with 
an and North American suppliers underpinned an af
 la guage barriers. Additionally, the purchasers were able to develop an objective, not 
ntric view about their forei
w
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9.3.3 Quality Reliability 
e form of 
ust endorse purchasers’ perceptions of suppliers’ quality reliability. Trust was identified as 
 time, QMS as an enabler of excellent service, and the supplier’s ability to 
solve complaints. Supplier’s quality was not associated with both delivering product and 
ign and country of manufacturing. The relative relevance of the 
OO effect was highlighted given that most purchasing executives bought manufacturing 
 the purchasing executives who reported purchasing constraints said 
e constraints were related to manufacturing and design. The relevance of the COO effect 
 
 
When many variables are simultaneously acting in concert, relational resources in th
tr
honesty and the absence of unexpected actions. Trust, however, did not include the 
expectancy of foreign suppliers as non-opportunistic business partners. 
This provides insight into the complexity of trying to determine the point at which a quality 
related transaction becomes a relationship. Perceptions of supplier’s quality were associated 
with delivery on
re
service quality in each order or holding a QMS.   
 
9.3.4 ISO 9000 Certification 
 
Despite the great controversy found in the purchasers’ responses and their comments, ISO 
9000 Certification was still considered a credible QMS standard in the interface studied. Also, 
the standard was identified as a reliable means to enhance a supplier’s competitive position.  
Nevertheless, the standard was more relevant for suppliers and the purchaser’s customers than 
for the purchasers themselves. The larger the purchaser’s company, the more likely they will 
buy from foreign ISO 9000 certified suppliers. 
 
9.3.5 The COO effect 
 
The COO effect was recognised by the purchasers as representing cues of information 
regarding the country of des
C
products. Also, most of
th
can be better understood by taking into account multiple cue studies and their context. For 
instance, the non-significance of the COO effect may be linked with the fact that the majority 
of Australian purchasers were not engaged in a low-cost country sourcing strategy.  
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9.4 The Interaction between the Environmental Uncertainty Factors studied  
 with foreign suppliers. This means that 
urchasers favour a proactive and cooperative approach to conflict. In these circumstances, 
long-term relationship can be established. Given that the 
urchasers did not undertake a culture strategy approach to their suppliers it was up to the 
.4.2 Influence of Culture Affinity on Quality Reliability (H1b) 
ulture affinity, described as absence of language and cultural barriers, did not significantly 
eption of 
ppliers’ quality reliability in a multivariable environment surrounding the ISC. 
 
A multivariable scenario presented in the questionnaire triggered purchaser’s responses 
allowing us to identify significant and insignificant patterns. Purchasers coped with 
environmental uncertainty at the purchaser-supplier interface in a variety of ways that are 
presented next. 
 
9.4.1 Influence of Culture Affinity on the Strength of the Relationship (H1a) 
 
The atmosphere provided by culture affinity in the supplier-purchaser interface was found to 
significantly foster the commercial relationship
p
the prospect of a profitable 
p
foreign supplier to take the initiative. The Japanese suppliers constitute examples of 
successful long-term cross-cultural commercial relationships. The company size did not 
contribute to the significance of the interaction between culture affinity and the commercial 
relationship. Arguably, a well-established sense of culture affinity with foreign suppliers 
yields a strengthened commercial relationship.   
  
9
 
C
influence perceptions of supplier’s quality reliability based on quality and trust variables. The 
interaction between these two factors has, to some extent, been studied previously. Previous 
studies found that culture affinity influenced quality perceptions. These studies were single 
cue studies. In contrast, this multi-variable study found that culture affinity was important 
although not significantly influential in quality perceptions.  The purchasers defined the 
quality reliability factor in a complex way, including quality as endorsed by trust perceptions. 
Interestingly, trust, a variable seemingly amenable to culture affinity, was not found to be 
influenced by it. Hence culture affinity was a peripheral cue in relation to the perc
su
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9.4.3 Influence of the strength of the Relationship on Quality Reliability (H2a) 
 relational approach. As a result of bonding development, a pattern of 
erceptions about supplier’s quality reliability was developed with trust as a crucial 
luenced the 
erceptions of suppliers’ QMS, on time delivery and customer satisfaction. However, the 
le in Australia in contrast with most of the 
ppliers’ countries. By and large, ISO 9000 certification was still considered as reliable, 
ce as a quality reliability 
ue in a multivariable environment remains, although it is not significant.  
.4.6 Influence of the COO effect on Quality Reliability (H3b) 
The COO effect did not significantly influence the perception of quality reliability. In other 
words, purchasers’ perceptions of on time delivery, excellence of QMS and ability to resolve 
 
The strength of the commercial relationship was significantly more important than culture 
affinity in influencing perceptions of supplier’s quality reliability. Given the mature 
relationships between the purchasers and their suppliers, the maintenance of quality reliability 
depended on a
p
dimension of it. Commitment, conflict management, and cooperation inf
p
significance of such influence was not the result of a collaborative commercial partnership 
based on cost optimisation.  
 
9.4.4 Influence of ISO 9000 Certification on Quality Reliability (H2b) 
 
ISO 9000 certification was found to be important although without exerting a significant 
influence on quality reliability. The non-significance of this hypothesis has to be interpreted 
carefully. Most of the purchasers’ suppliers held the certification. However, the purchasers’ 
views about the standard were diverse and controversial. ISO 9000 Certification seems to 
have reached a level of maturity in its life cyc
su
competitive and comparable to the Australian standard. Its influen
c
 
9.4.5 Influence of Culture Affinity on the COO effect (H3a) 
 
The COO effect was not found to be significantly influenced by culture affinity in the 
international purchaser-supplier interface. A high culture affinity worked in the opposite 
direction to the COO effect. Moreover, most suppliers were from USA, a country resembling 
some of the purchasers’ cultural dimensions. Further, the great majority of suppliers bought 
from developed countries with reliable manufacturing and design industrial frameworks. 
Hence, although the COO effect was identified, it was counterbalanced by other variables.   
 
9
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complaints did not rely on preconceptions regarding the country of manufacturing and/or the 
nd discussion of a structural model constituted an invaluable 
search tool that enabled the understanding of five latent variables and their concurrent 
wn the complexity 
re review and the 
urchasers’ comments were instrumental to provide substantial context to the actual domain 
 
 
country of design. In contrast, long-term mature commercial relationships with suppliers 
enabled the association of quality with perceptions of trust. Moreover, a majority of suppliers 
from developed countries accounted for a weakened COO effect in the multivariable 
environment of the ISC. The COO effect in this study remained as a “signal” that did not 
significantly influence the specialised decision making function of the purchasing executives. 
 
 
 
9.5 The Research Model 
 
The development, testing, a
re
interactions. The model (Figure 9.1) proved to be a reliable way to break do
of reality.  
 
The model allowed us to represent non-observable latent variables and their interactions 
beyond our sensory experience. Thereby, the richness of management reality was addressed 
according to the realism paradigm. The real domain (in the language of the realism paradigm) 
was the proposed model. The empirical domain studied was constituted by the observed 
purchaser’s responses. The SEM model that uncovered patterns that exist whether they are 
observed or not constituted the actual domain (Figure 9.1).   The literatu
p
of the model.  
 
The model provided insight into the purchaser’s perspective of the environmental uncertainty 
variables, assuming that the tactical role of price was within the acceptable purchasing band.  
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FIGURE 9.1 THE FIVE-FACTOR RESEARCH MODEL OF ENVIRONMENTAL UNCERTAINTY AT 
THE PURCHASER-SUPPLIER INTERFACE 
 
 
Strength of 
the 
Commercial 
Relationship
H1b
H1a
(Significant 
At 0.1 %)
H3a (Significant  
at 0.1%)
 
 
              - - - - - Paths with a non-significant contribution to the model 
                     _______ ntial contribution to the model 
 
 
_ Paths with a substa
H3b
H2a  
Culture 
Affinity
Quality 
Reliability
Quality 
Reliability
COO 
effect
H2b
ISO 9000 
certification
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9.6 Conclusion  
 
T d 
nder the perspective of a model. The model represents a contribution to knowledge regarding 
e environmental uncertainty surrounding the purchaser-supplier interface of the ISC.  
 
The research model uncovered patterns of response of purchasing executives dealing with 
uncertainty issues in the buyer-supplier interface of the ISC. The latent variables studied were 
the strength of the commercial relationship, culture affinity, quality reliability, ISO 9000 
certification and the COO effect. 
 
 The resulting structural model indicated that language competence and cultural similarity 
significantly influenced the commercial relationship with foreign suppliers. Moreover, culture 
affinity was fostered by selecting suppliers mostly from Western and developed countries. 
 
Similarly, commitment, cooperation and conflict management had a significant influence 
when assessing foreign supplier’s quality reliability. The commercial relationship between 
purchasers and suppliers showed a high level of maturity. However, a level of commercial 
partnership has not been established.   
   
Furthermore, the results showed that trust, traditionally seen as a social bonding element, is 
structurally embedded within the construct of quality reliability together with other technical 
dimensions of the construct. 
 
The COO effect presented a relatively minor influence when buying manufacturing products 
within a multi-variable international environment involving mainly European and North 
American suppliers. 
ulture affinity, ISO 9000 certification and the COO Effect were “peripheral cues” in relation 
he conclusions of this research involved five factors and their concurrent interactions studie
u
th
 
C
to perception of foreign supplier’s quality reliability.  
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ISO 9000 certification continues to be a credible certification in spite of the great controversy 
it. Purchasers tend to be more sceptical than suppliers and purchasers’ 
ill be 
iscussed in the next chapter.  
 
 
 
 
 
 
associated with 
customers with regard to the standard.  
 
The limitations of the research, implications for theory, future research and practice w
d
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Chapter 10  
 
 
LIMITATIONS, FUTURE RESEARCH, IMPLICATIONS FOR THEORY 
AND FOR PRACTICE 
 
 
10.1 Introduction 
 
This chapter expands the scope of the conclusions by taking into account a number of 
considerations. First, the limitations of the research, future research and implications for 
theory are discussed. Second, implications for practice and recommendations are presented in 
the context of an international SCM approach.  
 
By enlarging the perspective of the findings, the following sections address the wider 
decision-making level involved in the research problem.  The chapter ends with final 
reflections about the research process. 
 
 
10.2 Limitations of the Research 
 
This research was based on Australia with the participation of purchasing managers and 
executives mostly buying industrial manufacturing products. The manner in which 
demographic and cultural characteristics of the Australian purchasers influenced the responses 
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may be different for similar studies in other countries. The generalisability of results can only 
be established by further research.  
 
There is the possibility that the aggregation of data may have masked different perceptions 
about suppliers from different countries or regions. Moreover, the purchasers surveyed bought 
mainly from developed countries e.g. Japan.  In other words, purchasing executives buying 
from developing countries were not strongly represented in the sample studied.  
 
Studying correlation paths between perceptions of commercial relationships, culture affinity, 
quality reliability, and COO effect at the buyer-supplier interface of the ISC is a complex task. 
First, the multidimensional nature of each construct compels us to select some layers of them 
in order to study the resulting interactions within the construct itself. For example, quality 
reliability was examined from the perspective of quality service and quality satisfaction. 
Given the multidimensional nature of quality reliability, the question remains, what would the 
resulting interaction be when taking other dimensions of quality into account?   Second, the 
results suggested that trust, one of the sub-constructs, is rather contextual, with no clear-cut 
theoretical distinction between the constructs of strength of the relationship and perception of 
supplier’s quality reliability.  
 
The use of a model as a means of studying the variables entails some limitations. The model 
is not a predictive tool and does not represent all the variables involved and possibilities of 
interaction. Hence, the modelling approach offers a relatively simplified view of the 
complexity of the purchaser-supplier interface.  
 
The limitations of the research provide platforms for future research. Accordingly, although 
five latent variables were taken into account for designing and testing this integrative model, 
other explanatory variables may be present at the buyer-supplier interface. Alternative 
variables related to environmental uncertainty in the buyer-supplier interface of the supply 
chain may include international volatility in terms of demand and technological change. 
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10.3 Future Research  
 
The acknowledgment of the limitations opens the possibility of testing out the model across 
groups of purchasers and suppliers with a different company profile. An alternative research 
opportunity is to examine whether or not the research constructs interact with the same 
patterns when studied without the influence of one or more of the other constructs considered 
in this study. For instance, does culture affinity have a significant role in quality reliability 
when studied without the presence of an esta lished relationship or the COO effect?  The 
answer to this question raises another one: to what extent these constructs, the strength of the 
relationship and the COO effect, may be mediating between culture affinity and the 
perceptions of supplier’s quality reliabil s can be worked out using a structural 
quation modelling approach. Adaptations to the data collection instrument might be 
 
 
 of the Commercial Relationship 
anagers commented about possible differences in the responses from manufacturing 
 research conducted with both purchasers and 
this construct and the hypotheses involving it 
ay be studied in other sectors, e.g. services, suppliers, etc. Additionally, the importance of 
ay be studied by country or region of suppliers. The characteristics of the 
ay be different when researching the relationship 
The management of the contractual-legal aspect of the relationship is an important area 
concerning purchasing executives. For example, what are the common contractual problems, 
 
b
ity. The answer
e
necessary depending on the sample.  Future research by construct is suggested next. 
10.3.1 The strength
 
Four m
and non-manufacturing purchasing companies.   Consequently, it will be important to design 
research focused on purchasers of services or other product categories. Moreover, it is 
important to undertake research with foreign suppliers in order to complement the purchasers’ 
view presented in this study. The articulation of
providers will help in developing effective commercial partnerships.  
 
The strength of the relationship construct presents a number of potential areas of research. 
The evaluation of the indicators involved in 
m
the construct m
constructs resulting from EFA and CFA m
with suppliers from different industry sectors or countries. For example, does cooperation and 
equity follow the same pattern when buying from different countries?  
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how are disagreements settled, and what specific measures are taken in order to prevent 
problems?   
 
In this study, the commercial relationship was studied in the context of social bonding. 
Research about the role of structural bonding with foreign suppliers deserves special attention, 
e.g. the effect of sharing technology and/or information systems at the purchasers supplier 
interface.  The results may vary depending on the size of the purchasing company.  
rompennars cultural dimensions in order to develop and update 
ross-cultural management strategies with foreign suppliers constitute an important area of 
0.3.3 Quality Reliability 
on of 
erceptions of supplier’s quality reliability. An alternative question is in which cases is trust a 
ixth independent construct allowing quality to be a more objective construct in the interface 
studied. If quality reliability does not include trust, what would be the interaction of trust as 
an independent construct with regard to the other constructs of the system?  A structural 
equation modelling approach may be used to investigate such questions.  
 
10.3.2 Culture Affinity 
 
A number of research questions can be studied with regard to culture affinity. Future studies 
may evaluate the indicators of the construct and its involvement in Hypotheses H1a and H1b 
when buying from regions with different levels of cultural affinity, e.g. Australian purchasers 
buying from South European suppliers, etc. The evaluation of the extent to which culture 
affinity informs perceptions of foreign good business practices is another potential area of 
study. The research may focus on how conflict of interests and interests in conflict are 
managed depending of the supplier’s region/country.  
 
The use of the Hofstede and T
c
potential research. Consideration of time as a cultural dimension and its influence on 
performance e.g. on time delivery may be included in new research designs.  
 
 
1
 
Quality can be studied under a wide number of perspectives. Other dimensions of quality may 
be studied e.g. costs, product quality, service quality, QM approaches, etc. The finding 
regarding trust raises the questions of when and to what extent trust is a dimension of the 
strength of the commercial relationship and when, and to what extent, it is a dimensi
p
s
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10.3.4 ISO 9000 Certification 
 
 
10.3.5 The COO effect 
he non-significance of the hypotheses involving the COO effect was explained given the 
loping countries. Other 
erspectives of research may involve different product categories, service sector, marketing 
 
 
It is a fact that ISO 9000 certification continues to be an important QMS standard in the ISC. 
However, the extent to which it is important for purchasers may vary depending on a number 
of variables. Thus, the perspectives of the study may involve different perceptions of the 
standard depending on the supplier’s country as well as the stage of ISO 9000 certification life 
cycle in each sector or country. Another perspective of research may address the perceived 
level of understanding of what the standard means in each industry sector or country. Is the 
standard perceived as a means or an end in order to gain quality reliability? Do purchasers and 
suppliers regard the standard as a means or an end with regard to profitability and business 
excellence? The results with regard to hypotheses H2a may be different in the case in which 
purchasers buy from developing countries.  
 
 
T
high level of culture affinity with supplier from Western countries. The number of suppliers 
for developing countries was not significant compared to the number of suppliers from 
developed countries. Future research may study the COO effect associated with the use of 
technology in developed countries e.g. biochemical and/or genetic manipulation involved in 
food and pharmaceutical technology.  Further research may be focused in the COO effect 
involved in a multivariable environment when buying from deve
p
practices, socio-economic and political climate, risk, and innovation.  
 
Future research may be approached using a cross-sectional or longitudinal design. For 
instance, further research of the purchaser-supplier interface might reveal that a construct or 
sub construct diminishes over time. A qualitative approach may be used to uncover new areas 
of research and/or make the necessary extensions or changes to the data collection instrument.  
 
 
  
 
 226
10.4 Specific Research requested by the Purchasing Executives  
 
Twelve managers (see appendix 4) suggested eighteen topics or questions for further research. 
s. private 
sectors,  
ying from parent companies vs. non parent companies,  
ies audit foreign suppliers? 
c) Which domestic markets (end customers) require ISO 9000 certification from 
 
 
 
er’s company, 
Their research requirements can be classified as follows.  
 
 
10.4.1 To Extend (and Compare) the Research to Specific Industry Sectors 
 
a) Research on the non-manufacturing sector, comparing government v
b) Purchasers bu
c) Food industry. 
 
 
10.4.2 ISO 9000 Certification 
 
a) Do Australian companies gain ISO 9000 certification to match supplier’s ISO 
9000 certification? 
b) How do foreign ISO 9000 certification bod
foreign suppliers?  
d) A study of the correlation between pricing and ISO 9000 certification and 
comparing the results to the statement made by Philip Crosby regarding quality as 
a “free asset”.  
 
10.4.3 Other Certifications
 
a) Importance of Environmental certification, commitment, policy and vision for 
purchasing executives, 
b) Extension of the study in order to know what other accreditation the supplier has 
and if suppliers are providing proof of compliance. 
 
 
10.4.4 Relative Importance of Australian Purchasing Companies to International 
Suppliers’ Companies 
 
Suggested questions were:  
a) Size of supplier’s company (No employees) vs. size of purchas
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b) Turnover of purchaser’s sales vs. turnover of supplier’s sales,  
ser’s business to foreign supplier’s production value,  
d) Number of foreign suppliers per company/industry sector. 
d) Are problems of delivery associated with Australian importers or foreign 
exporters? 
he model proposed and tested in this thesis examines patterns arising from the simultaneous 
his is the first time that the factors studied have been examined in a multivariable model 
with a SEM approach. The model was assessed from a purchasers’ perspective using a SCM 
and a RM approach. 
c) Percentage of purcha
 
 
10.4.5 Relationship/Communication with Foreign Suppliers 
 
a) To extend the study by considering if purchasers see benefits in exchanging 
personnel with suppliers for up to one year in order to set the basis for quality 
circles across the supply chain,  
b) To extend the study by asking whether mutual annual or biannual visits between 
foreign suppliers and purchasers enhance or improve the commercial relationship,  
c) How do foreign suppliers interpret/understand the meaning of Australian 
purchasing specifications?  
 
10.4.6 Benchmarking  
 
a) On product design and life cycle of product,  
b) Hazard Analysis and Critical Control Point (HACCP) implementation and good 
manufacturing practices in business of food manufacturing (e.g. suppliers of 
packaging).  
  
 
 
10.5 Implications for Theory  
 
 
T
interaction of five factors linked to environmental uncertainty at the interfaces of the 
international supply chain. These constructs have been previously studied mostly within a 
single or two-factor model approach. Although purchasing is a key area of SCM, there is little 
research articulating the concurrent dynamics of variables at the purchaser-supplier interface. 
T
  
 
 228
 
The results suggest a contributory role of relationship marketing regarding perceptions of 
 to evaluate supplier quality.  An 
portant finding is that trust, traditionally considered as a social bond, appears to be linked 
) in relatively 
ature
 
The stu n), the COO 
effect,  play the role of peripheral cues in influencing perceptions of 
quality reliability in a mature multi-variable international environment.  
ust be interpreted in accordance with the realism paradigm. 
ealism
context pl ole and cause and effect powers are not fixed. Thus the 
contrib on. Further 
researc
generalise 
 
 
10.6 Impli
 
his study makes a number of practical contributions to the purchaser-supplier interface of 
C. The degree of culture affinity is, to some extent, beyond the control of the international 
ver, initial marketing communications could make reference to 
eripheral cues, by emphasizing socio cultural similarities and indirect references to quality 
such as
This strategy would pave the way to develop a positive commercial relationship. Foreign 
supplie
ethnocentr f culture strategies on the part 
f the purchasers, which in turn can be deemed a competitive opportunity for suppliers in the 
enting inter-cultural skills. American, European and Australian 
compan for the Chinese market.  China is the largest potential 
market ional 
quality reliability. It is also suggested that the relational approach does not operate in isolation 
but in conjunction with culture affinity when it comes
im
contextually to a structural and technical-oriented construct (quality reliability
m  commercial relationships.  
dy also provides evidence that QMS certification (ISO 9000 certificatio
and culture affinity
 
The conclusions of this study m
R  assumes that management is made by contingent generative mechanisms where 
ays an important r
ution to knowledge is theory building within an analytical generalisati
h including both behavioural and organisational characteristics is needed in order to 
the findings. 
cations for Practice 
T
IS
supply chain members. Howe
p
 quality certification, market experience, and positive aspects of the supplier’s country. 
rs have the advantage of selling to Australian purchasers with a low level or a lack of 
ic business practices. The research suggested a lack o
o
ISC.  It would be an opportunity for foreign suppliers to stand out from the competition by 
eveloping and implemd
ies are already competing 
 in the world. Nevertheless, the business success in China relies in both transact
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and cu entality should be 
knowle  saving 
face, a utives in relation to a 
western company are worth more than any amount of money in China. 
 of the social aspect of the 
comme
developme
becomes in mercial relationship. Trust is needed whenever 
parties 
be carried 
reinterp
foster the e of trust within the perception of quality reliability 
deliver
 
This study showed that there is already a basis to progress beyond the level of long-term 
mmercial partnerships. However, being aware of the benefits of 
ufficient condition to bridge the gap. 
Cost optim
term comm
a SCM env uces uncertainty but it may involve adopting structural changes and 
configuring the supply chain processes. Similarly, a sense of equity will also contribute to 
e development of commercial partnerships. These steps, however, should be accompanied 
y internal, cultural and structural changes in the purchasers’ and suppliers’ companies.  
s mentioned earlier, suppliers should take into account the fact that the perception of quality 
s opposed to “what is the lowest price I can get”.  
ltural exchanges. Western business executives with a scientific m
dgeable about and sensitive about Chinese beliefs regarding taboos, fate, luck,
nd guanxi. Personal references from respected business exec
 
Purchasers and Suppliers should be mindful of the relevance
rcial relationship. For instance, when extrapolation from historical supplier’s 
nts does not “inform” the future of international environments, the role of trust 
creasingly important in the com
recognise the existence of any risk or uncertainty. When trust exists, the exchange can 
out more smoothly. Moreover, trust is a contextual dimension and as such, it can be 
reted as part of the structural construct of quality reliability. Therefore, it is critical to 
development and permanenc
ed throughout international supply chains.  
relationships toward co
developing a supply chain partner is a necessary but not s
isation is an area of opportunity for cooperation to progress from the level of long-
ercial relationships to commercial partnerships. Additionally, cost optimisation in 
ironment red
re
th
b
 
A
reliability is not significantly affected by QMS certifications, the COO effect, or culture 
affinity in the international environment of mature supply chains. Nevertheless, a strategic 
approach may involve ISO 9000 certification and culture affinity as evolutionary steps to 
develop performance excellence at the purchaser-supplier interface.  This research may 
orientate organizations to examine their internal supply chains in order to make the necessary 
social and structural changes accompanying an engagement as a commercial partner. It may 
be necessary to conduct a situation analysis revisiting and answering anew the question “what 
business we are in”, a
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0.7 Final Reflections  
e relevance of the 
urchasing function is becoming an increasingly vital area for organisations. However, both 
 efforts in order to reposition the role of the purchasing 
rofession in the ISC. It may be possible that, when companies have progressed to the level of 
artnership or strategic alliance, they have also moved on from the “purchasing executive” 
 in this position would not have purchasing executives. 
The results of this study can be seen from a much wider perspective. The current Australian 
trade is unbalanced.  Australian companies may gain insight from the constructs studied in 
this research. They are important not only for Australian purchasing executives but also for 
Australian exporters willing to develop successful commercial relationships with foreign 
markets or companies within a framework of partnership or strategic alliance.  
 
1
 
An additional contribution of this study is that it provided to the researcher the unique 
opportunity of interacting closely with purchasing executives. Th
p
top management and research have, relatively speaking, neglected the purchasing function. 
Although purchasing savings go directly to the company’s bottom line, most companies do 
not invest significantly in training and developing purchasing executives. There were a 
number of purchasers’ important comments, many of them requesting feedback, an extension 
of the study, and research in other areas. This is a sign that purchasing executives will 
welcome additional research
p
p
model and approach. Companies
 
 
 
 
 
 
 
 
  
 
 231
REFERENCES 
 
 
Abdou, K. & Kliche, S. (2004), 'The strategic alliances between A
companies - A cultural perspective', European Business Review, vol. 16, no. 1, pp. 8-27. 
merican and German 
 
ABS (Catalogue 1301.0, International merchandise trade), Australian Bureau of Statistics, 
[accessed 10 October, 2004] <http://www.abs.gov.au>. 
 
ABS (Catalogue 5368.0, Australia's Trade with the USA), Australian Bureau of Statistics, 
[accessed 10 October 2004] <http://www.abs.gov.au>. 
 
Acharya, C. & Elliot, G. (2001), 'An Examination of the Effects of "Country-of-Design" and 
"Country-of-Asembly " on Quality Perceptions and Purchase Intentions', Australasian 
Marketing Journal, vol. 9, no. 1. 
 
Adam, S. & McDonald, H. (2003), 'A comparison of online and postal data collection 
methods in marketing research', Marketing Intelligence & Planning, vol. 21, no. 2, pp. 85-95. 
 
Adams, M. (1997), 'The archetypal school', in P. Young-Eisendrath & T. Dawson (eds), The 
ambridge companion to JUNG, Cambridge University Press, Cambridge, pp. 101-118. 
s & 
C
 
Ahire, S., Golhar, D. & Waller, M. (1996), 'Development and validation of TQM 
implementation constructs', Decision Sciences, vol. 27, pp. 23-56. 
 
Ahmed, S. A. & d'Astous, A. (1995), 'Comparison of country-of-origin effects on household 
and organizational buyers' product perceptions', European Journal of Marketing, vol. 29, no. 
3, pp. 35-51. 
 
Ahmed, Z., Johnson, J. & Chee-Boon, L. (2004), 'Does country of origin matter for low-
involvement products?' International Marketing Review, vol. 21, no. 1, pp. 102-120. 
 
Akkermans, H., Bogerd, P. & Vos, B. (1999), 'Virtuous and vicious cycles on the road 
towards international supply chain management', International Journal of Operation
Production Management, vol. 19, no. 5/6, pp. 565-581. 
 
Albach & Bloch (2000), 'Management as a science: emerging trends in economic and 
managerial theory', Journal of Management History, vol. 6, no. 3, pp. 138-157. 
 
Al-Sulaiti, K. I. & Baker, M. J. (1998), 'Country of origin effects: a literature review', 
Marketing Intelligence & Planning, vol. 16, no. 3, pp. 150-199. 
 
Andersen, A. (1999), 'Intuition in managers -Are intuitive managers more effective?' Journal 
of Managerial Psychology, vol. 15, no. 1, pp. 46-67. 
 
Andersen, H. & Lawrie, G. (2004), 'Effective quality management through third-generation 
balanced scorecard', International Journal of Productivity and Performance Management, 
vol. 53, no. 7, pp. 634-645. 
 
  
 
 232
Anderson & Narus, J. (1990), 'A model of distributor firm and manufacturer firm working 
. 18-34. 
nderson, J. & Narus, A. (1984), 'A model of distributor's perspective of distributor-
elatio hips', Journal of Marketing Research, vol. 22, no. November, 
partnerships', Journal of Marketing, vol. 48 January, pp. 42-58. 
 
Anderson, Hakansson, H. & Johanson, J. (1994), 'Dyadic business  relationships within a 
business network context', Journal of Marketing, vol. 58, no. 10, pp. 1-15. 
 
Anderson, E. & Weitz, B. (1992), 'The use of pledges to build and sustain commitment in 
distribution channels', Journal of Marketing Research, vol. 28, no. February, pp
 
A
manufacturer working r ns
p. 365-376. p
 
Anholt, S. (2000), 'The Nation as Brand', Across the Board, vol. Nov/Dec 2000, pp. 22-27. 
 
APN Business Information Group (2001), Kompass Australia, [accessed 2 August-20 
September 2002] <http://www.kompass.com.au/>. 
 
Appelbaum, S. & Shapiro, B. (1998), 'The management of multicultural group conflict', Team 
Performance Management, vol. 4, no. 5, pp. 211-234. 
 
Arbuckle, J. & Wothke, W. (1999), AMOS 4.0 user's guide, Smallwaters, Chicago. 
 
Atkinson, S. & Butcher, D. (2003), 'Trust in managerial relationships', Journal of Managerial 
Psychology, vol. 18, no. 4, pp. 282-304. 
 
Atkinson, W. (2003), Mexico or China? Lower Costs Tip Scales toward Far East, 
Purchasing.com, [accessed June 20, 2004] <www.freemarkets.com>. 
 
Babar, S. & Prasad, S. (1998), 'International Purchasing, inventory management and log
research. An assessment and agenda', International Journal of Physical Distributi
istics 
on & 
ogistics Management, vol. 28, no. 6, pp. 403-433. 
 
Balabanis, G., Mueller, R. & Melewar, T. C. (2002), 'The human values' lenses of country of 
origin images', , vol. 19, no. 6, pp. 582-610. 
 
Barrat, M. & Oliveira, A. (2001), 'Exploring the experiences of collaborative planning 
initiatives', International Journal of Physical Distribution & Logistics Management, vol. 31, 
no. 4, pp. 266-89. 
 
Barriere-Varju, C. & Moyer, H. (2003), 'Strategically sourcing suppliers and commodities', 
Australian Purchasing and Supply, vol. 8, no. 4 July August, pp. 6-7. 
 
Bar-Tal, D. (1997), 'Formation and change of ethnic and national stereotypes: an integrative 
model', International Journal of Intercultural Relations, vol. 21, no. 4, pp. 491-523. 
 
Baumann, M. & Groth, J. (1996), 'Economic models: perspectives for the professional', 
Journal of Property Finance, vol. 7, no. 2, pp. 45-57. 
 
L
 International Marketing Review
  
 
 233
Beattie, K. & Sohal, A. (1999), 'Im 00: A study of its benefits among 
ustralian organisations', Total Quality Management, vol. 10, no. 1, pp. 95-106. 
 
endell, T. (2000), 'The implications of the changes to ISO 9000 for organisational 
erry, L., Seiders, K. & Grewal, D. (2002), 'Understanding service convenience', Journal of 
everland, M. (2000), 'Uncertainty and Opportunity as Determinants of Strategic Alliances: 
haskar, R. (1975), A Realist Theory of Science, Leeds Books, Leeds.  
arvester, Brighton.  
loomberg, D., Hanna, J. & LeMay, S. (2002), Logistics, Pearson Education International, 
ollen, K. (1989), Structural equations with latent variables, John Wiley & Sons, New York. 
odification', Multivariate 
ehavioural Research, vol. 25, no. 2, pp. 181-185. 
nsumer Research, vol. 29, no. 4, p. 474. 
n & Logistics 
anagement, vol. 30, no. 2, pp. 96-11. 
een strategic purchasing and 
ustomer satisfaction within a total quality management environment', Benchmarking for 
usch, J. & Clouse, M. (2003), Global Supply Management: Strategies for Identifying and 
plementing ISO 90
A
B
excellence', Measuring Business Excellence, vol. 4, no. 3, pp. 11-14. 
 
B
Marketing, vol. 66, no. 3, p. 1. 
 
B
Evidence from Four Case Studies', Australasian Marketing Journal, vol. 8, no. 2, pp. 19-31. 
 
B
 
Bhaskar, R. (1979), The Possibility of Naturalism: A Philosophical Critique of the 
Contemporary Human Sciences, H
 
Blaikie, N. (1993), Approaches to Social Enquiry, Polity Press, Cambridge. 
 
B
Upper Saddle River. 
 
B
 
Bollen, K. (1990), 'A comment on Model Evaluation and M
B
 
Bolton, L., Warlop, L. & Alba, J. (2003), 'Consumer perceptions of price (un)fairness', 
Journal of Co
 
Box, J. (2002), 'Probity audits -when, why and at what cost?' Australian Purchasing and 
Supply, vol. 7, no. 5 September/October, pp. 10-11. 
 
Boys, K., Karapetrovic, S. & Wilcock, A. (2004), 'Is ISO 9004 a path to business excellence? 
Opinion of Canadian standards experts', International Journal of Quality & Reliability 
Management, vol. 21, no. 8, pp. 841-860. 
 
Braglia, M. & Petroni, A. (2000), 'A quality assurance-oriented methodology for handling 
trade-offs in supplier selection', International Journal of Physical Distributio
M
 
Brookshaw, T. & Terziovski, M. (1997), 'The relationship betw
c
Quality Management & Technology, vol. 4, no. 4, pp. 244-258. 
 
B
Managing Supply Risk, [accessed 21 June 2004] <www.freemarkets.com>. 
 
Busch, J., Connel, C. & Jack, L. (2003a), Low-Cost Country Sourcing -An Executive 
verview, [accessed 21 June 2004] <www.freemarkets.com>O . 
  
 
 234
 
Busch, J., Odell, J. & Jungling, D. (2003b), Realizing Value: Implementing Suppliers in a 
lobal Market, [accessed 21 June 2004] <www.freemarkets.com>G . 
epts, applications, 
nd programming, Lawrence Erlbaum Associates, Publishers, Mahhwah. 
ip, A 
tability factor to reduce uncertainty in a turbulent global environment?  A conceptual 
aldera, J. & Dalrymple, J. (2004a), 'The strength of the supplier-purchaser relationship. 
s 
anagement', Australian Purchasing and Supply, vol. 9, no. 2, pp. 8-9. 
 affinity, quality reliability, ISO 9000 
ertification and the Country of Origin effect on commercial relationships in international 
-purchaser 
lationship, A stability factor to reduce uncertainty in a turbulent global environment? A 
ual POM Society Conference, Cancun, p. 91. 
rial Marketing, vol. 13, 
o. 1, pp. 22-39. 
The Journal of Business & Industrial 
arketing, vol. 13, no. 3, p. 199. 
), Managing the 
novating Enterprise. Australian companies competing with the world's best, Business 
8), 'Academics, practitioners and qualitative market research', Qualitative 
arket Research: An International Journal, vol. 1, no. 2, pp. 69-76. 
ctiveness in China: The 
ediating role of justice', Asia Pacific Journal of Management, vol. 19, no. 4, p. 557. 
d buying 
ehavior: Aggregate images of foreign products in U.S.' Multinational Business Review, vol. 
ho, J. & Kang, J. (2001), 'Benefits and challenges of global sourcing: perceptions of US 
apparel retail firms', International Marketing Review, vol. 18, no. 5, pp. 542-561. 
 
Byrne, B. (2001), Structural equation modeling with AMOS: basic conc
a
 
Caldera, J. & Dalrymple, J. (2003), 'The strength of the supplier-purchaser relationsh
s
framework', Proceedings of the Fourth International Conference for the Advancement of 
Organisational Excellence, Melbourne, p. 11. 
 
C
Executive summary of research at the Australian Institute of Purchasing and Material
M
 
Caldera, J. & Dalrymple, J. (2004b), 'Culture
c
trade', Proceedings of the Business Research in a Changing World Conference, Melbourne, p. 
50. 
 
Caldera, J., Smyrnios, K. & Dalrymple, J. (2004), 'The strength of the supplier
re
Model Proposal', Proceedings of the Second World Production and Operation Management 
(POM) Conference and the Fifteenth Ann
 
Campbell, A. J. (1998a), 'Cooperation in international value chains: comparing an exporter's 
supplier versus customer relationships', Journal of Business & Indust
n
 
Campbell, A. J. (1998b), 'Do internal departmental relationships influence buyers' 
expectations about external supply partnerships?' 
M
 
Carnegie, R., Butlin, M., Barrat, P., Turnbull, A. & Webber, I. (1993
In
Council of Australia, Melbourne. 
 
Catterall, M. (199
M
 
Chen, G. & Tjosvold, D. (2002), 'Conflict management and team effe
m
 
Chinen, K., Jun, M. & Hampton, G. (2000), 'Product quality, market presence, an
b
8, no. 1, pp. 29-38. 
 
C
  
 
 235
 
Clancy, B. (1998), 'When the doctor calls: the quality assurance program', Australian CPA, 
ay, pp. 32-34. 
y of origin into global 
arketing strategy', International Marketing Review, vol. 17, no. 2, pp. 114-126. 
), 'International relationship marketing - The importance of 
sychic distance', European Journal of Marketing, vol. 34, no. 11/12, pp. 1391-1413. 
g 
le of lenght of relationship', Journal of Services marketing, vol. 16, no. 1, pp. 35-50. 
ox, A. (1999), 'Power, value and supply chain management', Supply Chain Management: An 
rotty, M. (1998), The foundations of social research: meaning and perspective in the 
rnal of Services Marketing, vol. 15, no. 7, pp. 565-582. 
ores:scale development and validation', Journal of the Academy of Marketing Science, vol. 
ailyfx (2004), Prices and charts (Currency), [accessed 10 October, 2004] 
M
 
Clarke, I., Owens, M. & Ford, J. B. (2000), 'Integrating countr
m
 
Conway, T. & Swift, J. (2000
p
 
Coulter, K. & Coulter, K. (2002), 'Determinants of trust in a service provider: the moderatin
ro
 
C
international Journal, vol. 4, no. 4, pp. 167-175. 
 
C
research process, First edn, Allen & Unwin, Crows Nest. 
 
Cutler, B., Javalgi, R. & Winans, W. (2001), 'At your service! Does country of origin research 
apply to services?' Jou
 
Dabholkar, P., Thorpe, D. & Craig, J. (1996), 'A measure of service quality for retail 
st
24, no. 1, pp. 3-16. 
 
D
<http://www.dailyfx.com/FinanceChart.html?symbol=AUD/USD>. 
 
Dalrymple, J., Bottomley, C., Bushan, Y. & Mietenen, A. (1999), Quality Management 
ss, [accessed 17 September 2003] 
www.cmqr.rmit.edu.au>
Implementation: A Cross-Cultural Study in European and Indian SME's, Centre for 
Management Quality Research. RMIT Busine
< . 
l, vol. 1, no. 1, pp. 7-14. 
e Vaus, D. (1995), Surveys in social research, Fourth edn, Allen & Unwin Pty Ltd, 
eFeo, J. (2001), 'The tip of the iceberg. When accounting for quality don't forget the often 
 
De Ruyter, K. & Scholl, N. (1998), 'Positioning qualitative market research', Qualitative 
Market Research: An International Journa
 
De Ruyter, K. & Wetzels, M. (2000), 'Customer equity considerations in service recovery: a 
cross-industry perspective', International Journal of Service Industry Management, vol. 11, 
no. 1, pp. 91-108. 
 
De Toni, A., Nassimbeni, G. & Tonchia, S. (1994), 'New Trends in the Supply Environment', 
Logistics Information Management, vol. 7, no. 4, pp. 41-50. 
 
D
Melbourne. 
 
D
hidden costs of poor quality', Quality Progress, May, pp. 29-37. 
 
  
 
 236
DePaoli, T. (2004), Why Common Sense Purchasing via Relationship Building is the Key to 
Supply Chain Success, Supply Chain Planet, [accessed 17 July 2004] 
<http://www.supplychainplanet.com/e_article000265762.cfm>. 
 
Department of Foreign Affairs and Trade. Australian Government (2004), Economic Analysis 
of AUSFTA: Impact of the bilateral free trade agreement with the United States. Report by the 
entre for International Economics, [accessed 7 October, 2004] C
<http://www.dfat.gov.au/trade/negotiations/us_fta/>. 
 
Desai, A. & Mukherji, A., (2001), 'The evolution of vertical integrated organisations: the role 
of historical context', Management Decision, vol. 39, no. 3, pp. 233-243. 
ixon, J. & Dogan, R. (2003), 'A philosophical analysis of management: improving practice', 
ubin, R. (1969), Theory Building, Collier-Macmillan, London 
urant, J. (1996), Subject: HQ958659 - Country of Origin of casual trousers. Classification, 
 
Dickie, L. (2002), 'Corporate ethics: practising decent behaviour in purchasing and supply', 
Australian Purchasing and Supply, vol. September/October 7, no. 5, pp. 8-9. 
 
D
Journal of Management Development, vol. 22, no. 6, pp. 458-482. 
 
Doyle, P. (2000), Value-Based Marketing, Wiley and Sons Ltd, Chichester.  
 
D
 
Duclos, L., Vokurka, R. & Lummus, R. (2003), 'A conceptual model of supply chain 
flexibility', Industrial Management & Data Systems, vol. 103, no. 6, pp. 446-456. 
 
D
[accessed 25 June, 2004] <http://www.cebb.customs.treas.gov/public>. 
 
Dussauge, P. & Garrette, B. (1999), Cooperative Strategy. Competing Successfully through 
trategic Alliances, John Wiley & Sons Ltd., Milton. 
erence, Chicago. 
27. 
tzel, M., Walker, B. & Stanton, W. (2001), Marketing, Twelfth edn, McGraw-Hill, Boston. 
S
 
Dwyer, F. & LaGace, R. (1986), 'On the nature and role of buyer-seller trust', Proceedings of 
the AMA Summer Educators Conf
 
Dzever, S. & Quester, P. (1999), 'Country-of-Origin Effects on Purchasing Agents' Product 
Perceptions: An Australian Perspective', Industrial Marketing Management, vol. 28, pp. 165-
175. 
 
Easton, G. (1992), 'Industrial networks: a review', in B. Axelsson & G. Easton (eds), 
Industrial networks: a new view of reality, Routledge, London, pp. 3-
 
Eisenstadt, S. N. & Roniger, L. (1984), Patrons, Clients and Friends: Interpersonal Relations 
and the Structure of Trust in Society, Cambridge University Press, Cambridge. 
 
Eriksson, K., Majkgard, A. & Sharma, D. (1999), 'Service quality by relationships in the 
international market', Journal of Services marketing, vol. 13, no. 4/5, pp. 361-375. 
 
E
 
  
 
 237
Fawcet, S. & Magnan, G. (2002), 'The rhetoric and reality of supply chain integration', 
International Journal of Physical Distribution & Logistics Management, vol. 32, no. 5, pp. 
339-361. 
 
Forex Trading (2004), AUD performance, [accessed 5 December, 2004] 
<http://www.forexdirectory.net/aud.html> 
 
Forza, C. (2002), 'SURVEYS -Survey research in operations management: a process-based 
perspective', Industrial Journal of Operations & Production Management, vol. 22, no. 2, pp. 
52-194. 
odel', 
ogistics Information Management, vol. 12, no. 6, pp. 451-459. 
, 'Country segmentation on the basis of 
ternational purchasing patterns', Journal of Business & Industrial Marketing, vol. 10, no. 2, 
reemarkets (2003a), Supply Management in Low-Cost Countries. Panel discussion featuring 
1
 
Fraering, M. & Prasad, S. (1999), 'International sourcing and logistics: an integrated m
L
 
Frear, C., Alguire, M. & Meltcalf, L. (1995)
in
pp. 59-68. 
 
F
Free Markets regional domain experts, [accessed 21 June, 2004] 
<http://learningcenter.ariba.com/wp_resource.cfm>. 
 
FreeMarkets (2003b), The Chief Purchasing Officer: From Backroom to Boardroom,  
[accessed 21 June, 2004] <http://learningcenter.ariba.com/wp_resource.cfm>. 
 
Fung, P. (1999), 'Managing purchasing in a supply chain context - evolution and resolution', 
ynes, B. & Voss, C. (2002), 'The moderating effect of buyer-supplier relationships on quality 
minants of long term orientation in buyer-seller relationships', 
ournal of Marketing, vol. 58, no. 2, pp. 1-19. 
ng customers' perceptions 
f quality delivery', International Journal of Contemporary Hospitality Management, vol. 15, 
h, P. & Mattsson, J. (1999), 'Australian import managers' purchasing 
ecision behaviour: an empirical study', International Marketing Review, vol. 16, no. 3, pp. 
orsuch, R. (1983), Factor Analysis, Second edn, Lawrence Erlbaum, Hillsdale. 
. & Venkatesh, A. (1991), 'Needs and need recognition in organisational buying', 
uropean Journal of Marketing, vol. 25, no. 2, pp. 17-32. 
ive research', in N.K. Denzin 
 Y.S. Lincoln (eds), Handbook of Qualitative Research, Sage Publications, Newbury Park. 
Logistics Information Management, vol. 12, no. 5, p. 362. 
 
F
practices and performance', International Journal of Operations & Production Management, 
vol. 22, no. 6, pp. 589-613. 
 
Ganesan, S. (1994), 'Deter
J
 
Getty, J. & Getty, R. (2003), 'Lodging quality index (LQI): assessi
o
no. 2, pp. 94-104. 
 
Ghymn, K., Liesc
d
202-215. 
 
G
 
Gronhaug, K
E
 
Guba, E. & Lincoln, Y. (1994), 'Competing paradigms in qualitat
&
  
 
 238
 
Gudum, A. G. & Kavas, A. (1996), 'Turkish industrial purchasing managers' perceptions of 
foreign and national industrial suppliers', European Journal of Marketing, vol. 30, no. 8, pp. 
0-21. 
uction Management, 
ol. 21, no. 1/2, pp. 71-87. 
ms: a Diamond 
ffshore Drilling case', International Journal of Quality Science, vol. 1, no. 2, pp. 51-67. 
country of origin effects', 
ournal of Marketing Research, vol. 37, no. 3, pp. 309-317. 
ustafsson, R., Klefsjo, B., Berggren, E., & Granfors-Wellemets, U., (2001), 'Experiences 
 Swedish organisations' The 
QM Magazine, vol. 13, no. 4, pp. 232-246. 
orters: does 
ulture matter?' International Marketing Review, vol. 21, no. 4/5, pp. 447-461. 
dustrial Goods - An 
teraction approach, Wiley, New York.  
tural Differences, Intercultural Press, 
armouth.  
lution of psychic distance in international 
usiness relationships,' in I. Hagg & F. Wiedersheim-Paul (eds), Between Market and 
an, C. (1990), 'Country image: halo or summary construct?' Journal of Marketing Research, 
arker, M. (1999), 'Relationship marketing defined? An examination of current relationship 
arland, C., Lamming, R. & Cousins, P. (1999), 'Developing the concept of supply strategy', 
arrington, H. (1996), 'National traits in TQM principles and practices', The TQM Magazine, 
1
 
Gulbro, R. & Herbig, P. (1995), 'Differences in cross-cultural negotiation behavior between 
industrial product and consumer product firms', Journal of Business & Industrial Marketing, 
vol. 10, no. 3, pp. 18-28. 
 
Gunasekaran, A., Patel, C. & Tirtiroglu, E. (2001), 'Performance measures and metrics in a 
supply chain environment', International Journal of Operations & Prod
v
 
Gupta, V. & Graham, D. (1996), 'Global excellence in management syste
O
 
Gurhan-Canli, Z. & Durairaj, M. (2000), 'Cultural variations in 
J
 
G
from implementing ISO 9000 in small enterprises -a study of
T
 
Ha, J., Karande, K. & Singhapakdi, A. (2004), 'Importers' relationships with exp
c
 
Hakansson, H. (1982), International Marketing and Purchasing of In
in
 
Hall, E. & Hall, M. (1990), Understanding Cul
Y
 
Hallen, L. & Wiedersheim-Paul, F. (1984), 'The evo
b
Hierarchy, University of Uppsala (Department of Business Administration), Uppsala, pp. 15-
27. 
 
H
vol. 26, no. May, pp. 222-229. 
 
H
marketing definitions', Marketing Intelligence & Planning, vol. 17, no. 1, pp. 13-20. 
 
H
International Journal of Operations & Production Management, vol. 19, no. 7, pp. 650-673. 
 
H
vol. 8, no. 4, pp. 49-54. 
 
  
 
 239
Harris, P. & Moran, R. (1996), 'European leadership in globalization', European Business 
Review, vol. 96, no. 2, pp. 32-41. 
 
Hayness, M. (2000), 'Winners and losers in the search for strategic excellence', Balance Sheet, 
ealy, M. & Perry, C. (2000), 'Comprehensive criteria to judge validity and reliability of 
erbig, P. & Jacobs, L. (1998), 'Culture as an explanatory variable for the Japanese 
o, S. (1999), 'Change for the better via ISO 9000 and TQM', Management Decision, vol. 37, 
. (1983), 'The cultural relativity of organizational practices and theories', Journal 
f International Business Studies, Fall, pp. 75-90. 
olmes-Smith, P. (2003), Structural Equation Modelling. From the Fundamentals to 
ong, S. & Wyer, R. (1989), 'Effects of Country-of-Origin and Product Attribute Information 
vol. 16, no. 3, pp. 150-199. 
rketing, vol. 
7, no. 1/2, pp. 133-153. 
 ISO survey of ISO 9001:2000 and 
O 14001 Certificates -2003, [accessed 30 October, 2004] 
vol. 8, no. 5, pp. 26-35. 
 
H
qualitative research within the realism paradigm', Qualitative Market Research: An 
International Journal, vol. 3, no. 3, pp. 118-126. 
 
H
innovative processes', Cross Cultural Management, vol. 5, no. 3, pp. 3-28. 
 
H
no. 4, pp. 381-385. 
 
Hofstede, G
o
 
Hofstede, G. (1993), 'Cultural constraints in management theories', Academy of Management 
Executive, vol. 7, no. 1, pp. 81-94. 
 
Hofstede, G. (1997), Cultures and Organisations, Software of the Mind, McGraw-Hill, New 
York, NY. 
 
Hofstede, G. (2001), Cultures consequences, Sage, Beverly Hills, CA. 
 
H
Advanced Topics, School Research, Evaluation and Measurement Services (SREAMS), 
Elsternwick. 
 
H
on Product Evaluation: An Information Processing Perspective', Journal of Consumer 
Research, vol. 16, no. 2, pp. 175-187. 
 
Hornung, B. & Adilova, F. (1997), 'Conceptual modelling for technology assessment of IT 
systems -smart cards and health information systems', Kybernetes, vol. 26, no. 6/7, pp. 787-
800.  
 
Hugstad, P. & Durr, M. (1986), 'A study of country of manufacturer impact on consumer 
perceptions', in Country of origin effects: a literature review, Marketing Intelligence & 
Planning, 
 
Hui, M. & Zhou, L. (2003), 'Country-of-Manufacture', European Journal of Ma
3
 
International Organization for Standardization (2004), The
IS
<http://www.iso.ch/iso/en/iso9000-14000/iso14000/iso14000index.html>. 
 
  
 
 240
Internet Center for Corruption Research (2004), The 2003 Corruption Perceptions Index, 
[accessed 22 October, 2004] <http://www.icgg.org/corruption.cpi_2003_data.html>. 
 
Jaffe, E. & Nebenzahl, I. (2001), National Image and Competitive Advantage: The Theory 
nd Practice of Country-of-Origin Effect, Copenhagen Business School Press, Copenhagen. 
ch, pp. 4-12. 
ennings, D. (2004a), 'Why enforcement is a slippery slope', Australian Purchasing and 
ennings, D. (2004b), 'The hidden depths of agreements', Australian Purchasing and Supply, 
iang, B. & Prater, E. (2002), 'Distribution and logistics development in China -The 
ohnson-Laird, P. (1985), 'Mental Models', in A. Aitken & J. Slack (eds), Issues in Cognitive 
ones, R., Guenter, A. & Kustin, R. (1997), 'ISO 9000 among Australian companies: impact 
, vol. 14, no. 7, pp. 650-660. 
-19. 
arr, J. (1991), 'Biological integrity: a long neglected aspect of water resources management', 
atsikeas, C. & Piercy, N. (1991), 'The relationships between exporters from a developing 
, 
o. 1, pp. 17-52 
(2002), 'Consumer perceptions of foreign products. An analysis of 
roduct-country images and ethnocentrism', European Journal of Marketing, vol. 36, no. 7/8, 
pp. 928-949. 
a
 
James & Sebenius (2002), 'The hidden challenges of cross-border negotiations', Harvard 
Business Review, vol. Mar
 
Jashapara, A. (2003), 'Cognition, culture and competition: an empirical test of the learning 
organization', The Learning Organization, vol. 10, no. 1, pp. 31-50. 
 
J
Supply, vol. 9, no. 5 September/October, pp. 8-9. 
 
J
vol. 9, no. 4 July/August, pp. 14-15. 
 
J
revolution has begun', International Journal of Physical Distribution & Logistics 
Management, vol. 32, no. 9, pp. 783-798. 
 
J
Modelling, Erlbaum, Hillsdale., pp. 81-99. 
 
J
of time and reasons for seeking certification on perceptions of benefits received', 
International Journal of Quality & Reliability Management
 
Julie, R. (2003), 'The Buzz about Supply Chain', Australian Purchasing and Supply, vol. 8, 
no. 6, pp. 14
 
Karapetrovic, S. & Willborn, W. (1998), 'The system's view for clarification of quality 
vocabulary', International Journal of Quality & Reliability Management, vol. 15, no. 1, pp. 
99-120. 
 
K
Ecological Applications, vol. 1, pp. 66-84. 
 
K
country and importers based in a development country: conflict considerations', European 
Journal of Marketing, vol. 25, no. 1, pp. 6-25. 
 
Kauser, S. & Shaw, V. (2004), 'The influence of behavioral and organisational characteristics 
on the success of international strategic alliances', International Marketing Review, vol. 21
n
 
Kaynak, E. & Kara, A. 
p
  
 
 241
 
Keating, B., Rugimbana, R. & Quazi, A. (2003), 'Differentiating between service quality and 
lationship quality in cyberspace', Managing Service Quality, vol. 13, no. 3, pp. 217-232. 
. (1995), 'A mismatch of cultures: a pitfall of implementing a total 
uality approach', International Journal of Quality & Reliability Management, vol. 12, no. 9, 
 firm: a critique of stakeholder "theory"', 
anagement Decision, vol. 37, no. 4, pp. 317-328. 
ifferences between 
e MBNQA, DP and JQA', The TQM Magazine, vol. 15, no. 1, pp. 14-24. 
or, J. (1996), Marketing Research: An Applied Approach, McGraw-Hill, 
Y. 
anagement principles to manage 
pply chains: theoretical identification an discussion', Business Process Management 
rosnick, J. (1999), 'Maximizing questionnaire quality', in J. Robinson, P. Shaver, & L. 
c orientation towards 
rganisational analysis', The TQM Magazine, vol. 10, no. 4, pp. 293-301. 
 interorganizational systems', MIS Quarterly, vol. 20, no. 3, p. 279. 
agrosen, S. (2002), 'Quality management in Europe: a cultural perspective', The TQM 
en, S. (2003), 'Exploring the impact of culture on quality management', International 
ournal of Quality & Reliability Management, vol. 20, no. 4, pp. 473-487. 
ertfordshire. 
re
 
Kekale, T. & Kekale, J
q
pp. 210-220. 
 
Key, S. (1999), '"Toward a new theory of the
M
 
Khoo, H. & Tan, K. (2003), 'Managing for quality in the USA and Japan: d
th
 
Kinnear, T. & Tayl
N
 
Kotzab, H. & Otto, A. (2004), 'General process-oriented m
su
Journal, vol. 10, no. 3. 
 
K
Wrightsman (eds), Measures of Political Attitudes, vol. 2, Academic Press, San Diego, pp. 
37-57. 
 
Kruger, V. (1998), 'Total quality management and its humanisti
o
 
Kumar & Van Dissel, H. (1996), 'Sustainable collaboration:  Managing conflict and 
cooperation in
 
Kumar, Scheer, L. & Steenkamp, J. (1995), 'The effects of supplier fairness on vulnerable 
resellers', JMR, Journal of Marketing Research, vol. 32, no. 1, p. 54. 
 
L
Magazine, vol. 14, no. 2002, pp. 275-283. 
 
Lagros
J
 
Lambert, D. & Stock, J. (1993), Strategic logistics management, Richard D. Irwin, Inc., 
Boston. 
 
Lamming, R. (1993), Beyond partnership: Strategies for innovation and lean supply, Prentice 
Hall International (UK), H
 
Lamming, R. & Hampson, J. (1996), 'The environment as a supply chain management issue', 
British Journal of Management, March (Special Issue), pp. S45-S62. 
 
  
 
 242
Laszlo, G. (2000), 'ISO 9000-2000 version: implications for applicants and examiners', The 
TQM Magazine, vol. 12, no. 5, pp. 336-339. 
 
Lau, G., Razzaque, M. & Ong, A. (2003), 'Gatekeeping in organizational purchasing: an 
empirical investigation', Journal of Business & Industrial Marketing, vol. 18, no. 1, pp. 82-
03. 
ssessing quality management in China with MBNQA 
riteria', International Journal of Quality & Reliability Management, vol. 21, no. 7, pp. 699-
eenders, M., Nollet, J. & Ellram, L. (1993), 'Adapting Purchasing to Supply Chain 
cific Journal of Management, vol. 19, no. 2,3, p. 201. 
everick, F. & Cooper, R. (1998), 'Partnerships in the motor industry: Opportunities and risks 
i, H. & Love, P. (2000), 'Overcoming the problems associated with quality certification', 
tion: 
n in-depth interview approach', Proceedings of the AMA Educator's Conference: Enhancing 
i, W. & Wyer, R. (1994), 'The role of country of origin in product evaluations: informational  
in, L. & Sternquist, B. (1994), 'Taiwanese Consumers' Perceptions of Product Information 
1
 
Lau R., Zhao, X. & Xiao, M. (2004), 'A
c
713. 
 
L
Management', International Journal of Physical Distribution & Logistics Management, vol. 
24, no. 1, pp. 40-42. 
 
Leung, K., Koch, P. & Lu, L. (2002), 'A dualistic model of harmony and its implications for 
conflict management in Asia', Asia Pa
 
Leung, T. & Yee-kwong Chan, R. (2003), 'Face, favour and positioning -a Chinese power 
game', European Journal of Marketing, vol. 37, no. 11/12, pp. 1575-1598. 
 
L
for suppliers', Long Range Planning, vol. 31, no. 1, pp. 72-81. 
 
L
Construction Management and Economics, vol. 18, no. 2, pp. 139-149. 
 
Li, W. & Monroe, K. (1992), 'The role of country of origin information in buyer's evalua
a
Knowledge Development in Marketing, pp. 274-280. 
 
L
and standard-of-comparison effects', Journal of Consumer Psychology, vol. 3, no. 2, pp. 187-
212. 
 
L
Cues: Country of Origin and Storage Prestige', European Journal of Marketing, vol. 28, pp. 5-
18. 
 
Lin, X. & Germain, R. (1998), 'Sustaining satisfactory joint venture relationships: the role of 
conflict resolution strategy', Journal of International Business Studies, vol. 29, no. 1, pp. 179-
97. 
 
Love, P. & Gunasekaran, A. (1999), 'Learning alliances: a customer-supplier focus for 
continuous improvement in manufacturing', Industrial and Commercial Training, vol. 31, no. 
3, pp. 88-96. 
 
MacCallum, R., Browne, M. & Sugawara, H. (1996), 'Power analysis and determination of 
sample size for covariance structure modelling', Psychological Methods, no. 1, pp. 130-149. 
 
  
 
 243
Mann, R. & Voss, M. (2000), 'An innovative process improvement approach that integrates 
agement, vol. 34, no. 7, pp. 565-578. 
 10, no. 5, pp. 378-386. 
. 
', Training for Quality, vol. 3, no. 4, pp. 15-18. 
anagement, vol. 18, no. 7, pp. 692-707. 
l Journal of Quality & Reliability Management (2000), vol. 17, no. 4/5, pp. 493-
10. 
ionships: partnering 
 the construction supply chain', International Journal of Quality & Reliability Management, 
attila, A. (2001), 'The effectiveness of service recovery in a multi-industry setting', Journal 
cAdam, R. & McCormack, D. (2001), 'Integrating business processes for global alignment 
ronics Networking 
pplications and Policy, vol. 12, no. 4, pp. 348-364. 
, G. (2004), 'The Global Supply Management Imperative', Australian Purchasing and 
upply, vol. May/June 9, no. 3, pp. 6-7; 16. 
., Mazur, J. & Polsa, P. (2001), 'Leadership and 
ooperation in marketing channels: A comparative empirical analysis of the USA, Finland and 
ISO 9000 with the Baldrige framework', Benchmarking, An International Journal, vol. 7, no. 
2, pp. 128-145. 
 
Mangan, J., Lalwani, C. & Gardner, B. (2004), 'Combining quantitative and qualitative 
methodologies in logistics research', International Journal of Physical Distribution & 
Logistics Man
 
Martinez-Lorente, A., Dewhurst, F. & Dale, B. (1998), 'Total Quality Management: origins 
and evolution of the term', The TQM Magazine, vol.
 
Mascarenhas, O. & Kujawa, D. (1998), 'American consumer attitude toward foreign direct 
investments and their products', Multinational Business Review, Fall, pp. 1-8
 
Masternak, T. & Kleiner, B. H. (1995), 'ISO 9000 -what it means to international business 
today
 
Mathews, B., Ueno, A., Kekale, T., Repka, M., Lopes , Z. & Silva, G. (2001), 'European 
quality management practices -The impact of national culture', International Journal of 
Quality & Reliability M
 
Matthews, J. (1996), 'A project partnering approach to the main contractor-subcontractor 
relationship', in Quality relationships: partnering in the construction supply chain, 
Internationa
5
 
Matthews, J., Pellew, L., Phua, F. & Rowlinson, S. (2000), 'Quality relat
in
vol. 17, no. 4/5, pp. 493-510. 
 
M
of Services marketing, vol. 15, no. 7, pp. 583-596. 
 
M
and supply chain management', Business Process Management Journal, vol. 7, no. 2, pp. 113-
130. 
 
McLaren, T., Head, M. & Yuan, Y. (2002), 'Supply chain collaboration alternatives: 
understanding the expected costs and benefits.' Internet research: Elect
A
 
Meakem
S
 
Mehta, R., Larsen, T., Rosenbloom, B
c
Poland', International Marketing Review, vol. 18, no. 6, pp. 633-666. 
 
  
 
 244
Meyer, J., Allen, N. & Smith, C. (1993), 'Commitment to organizations and occupations:  
Extension and test of a three-component conceptualization', Journal of Applied Psychology, 
ol. 78, no. 4, p. 538. 
ational Journal of Physical Distribution & Logistics Management, vol. 30, no. 9, pp. 
65-787. 
y & Olson (eds), Perceived Quality: How Consumers view Stores and Merchandise, 
exington Books, Boston., pp. 209-232. 
International Journal of Physical Distribution & Logistics Management, 
ol. 29, no. 2, pp. 103-121. 
d 
sers of marketing research: the dynamics of trust within and between organizations', Journal 
organ, R. & Hunt, S. (1994), 'The commitment-trust theory of relationship marketing', 
organ, R. & Hunt, S. (2002), 'Determining marketing strategy: a cybernetics systems 
otwani, J., Youssef, M., Kathawala, Y. & Futch, E. (1999), 'Supplier selection in 
ukherjee, A. & Nath, P. (2003), 'A model of trust in online relationship banking', 
hy, H. (2001), Behavioural factors modifying energy efficiency implementation within 
e automotive industry, Phd thesis, Royal Melbourne Institute of Technology, Melbourne. 
empirical investigation of relationship marketing practices in hospitals', Journal of 
usiness Research, vol. 46, no. 3, pp. 207-218. 
national Journal of Physical Distribution & Logistics Management, vol. 32, no. 5, pp. 
21-338. 
ation', Management International Review, vol. 37, no. 1, pp. 27-49. 
a 
terature review, Marketing Intelligence & Planning, vol. 16, no. 3, pp. 150-199. 
v
 
Min, S. & Mentzer, J. (2000), 'The role of marketing in supply chain management', 
Intern
7
 
Monroe, K. & Krishnan, R. (1985), 'The effect of price on subjective product evaluations', in 
Jacob
L
 
Moore, K. & Cunningham, W. (1999), 'Social exchange behaviour in logistics relationships: a 
shipper perspective', 
v
 
Moorman, C., Zaltman, G. & Deshpande, R. (1992), 'Relationships between providers an
u
of Marketing Research, vol. 29, no. August, pp. 314-329. 
 
M
Journal of Marketing, vol. 58, no. July, pp. 20-38. 
 
M
approach to scenario planning', European Journal of Marketing, vol. 58, no. 3, pp. 20-38. 
 
M
developing countries: a model development', Integrated Manufacturing Systems, vol. 10, no. 
3, pp. 154-161. 
 
M
International Journal of Bank Marketing, vol. 21, no. 1, pp. 5-15. 
 
Murp
th
 
Naidu, G., Parvatiyar, A., Sheth, J. & Westgate, L. (1999), 'Does relationship marketing pay? 
An 
B
 
Naslund, D. (2002), 'Logistics needs qualitative research -specially action research', 
Inter
3
 
Nebenzahl, I., Jaffe, E. & Lampert, S. (1997), 'Towards a theory of Country Image Effect on 
Product Evalu
 
Nes, E. (1981), 'Consumer perceptions of product and quality for goods manufactured in 
developing vs, industrialised nations, PhD dissertation', in Country of origin effects: 
li
  
 
 245
 
New, S. (1996), 'A framework for analysing supply chain improvement', International 
Journal of Operations & Production Management, vol. 16, no. 4, pp. 19-34. 
oronha, C. (1999), 'Confirmation of a four-variable quality management model', Managerial 
oronha, C. (2002), 'Chinese cultural values and total quality climate', Managing Service 
unnally, J. (1967), Psychometric Theory, McGraw-Hill, New York. 
he naked truth about TQM', Managerial 
uditing Journal, vol. 16, no. 9, pp. 504-513. 
etzel, J. G. (1998), 'Explaining individual communication processes in homogeneous and 
lon, P. (2004), Procurement Fraud (A case study), SAS Australia, Sydney. 
'Shaughnessy, J. & O'Shaughnessy, N. (2000), 'Treating the Nation as Brand: Some 
verby, J. & Min, S. (2001), 'International supply chain management in an Internet 
allant, J. (2001), SPSS Survival Manual, Allen & Unwin, Crows Nest. 
Journal of Retailing, vol. 64, no. 1, pp. 
2-40. 
0 certification: is it worth it?, RMIT Business 
orking Paper Series, [accessed 20 November 2001] 
 
Nielson, C. (1998), 'An empirical examination of the role of "closeness" in industrial buyer-
seller relationships', European Journal of Marketing, vol. 32, no. 5/6, pp. 441-463. 
 
N
Auditing Journal, vol. 14, no. 1, pp. 12-19. 
 
N
Quality, vol. 12, no. 4, pp. 210-223. 
 
N
 
Nwabueze, U. (2001), 'How the mighty have fallen: t
A
 
Oakland, J. (1989), Total Quality Management, Heinemann Professional Publishing, Oxford. 
 
O
heterogeneous groups through individualism; collectivism and self-construal', Human 
Communication Research, vol. 25, no. 2, p. 202. 
 
O'Han
 
O'Loughlin, A. & McFadzean, E. (1999), 'Toward a holistic theory of strategic problem 
solving', Team Performance Management, vol. 5, no. 3, pp. 103-120. 
 
O
Neglected Issues', Journal of Macromarketing, vol. 20, no. 1, pp. 56-64. 
 
O
environment. A network-oriented approach to internationalization', International Marketing 
Review, vol. 18, no. 4, p. 2001. 
 
P
 
Parasuraman, A., Zeithaml, V. & Berry, L. (1988), '"SERVQUAL: a multiple-item scale for 
measuring customer perceptions of service quality', 
1
 
Parratt, E. & Holian, R. (1999), ISO 900
W
<http://www.rmit.edu.au/browse?SIMID=l31bju7mjcoi>. 
 
Perry, C., Cavaye, A. & Coote, L. (2002), 'Technical and social bonds within business-to-
usiness relationships', Journal of Business & Industrial Marketing, vol. 17, no. 1, pp. 75-88. 
 
b
  
 
 246
Peters, J. (1999), 'Total Service Quality Management', Managing Service Quality, vol. 29, no. 
1, pp. 6-12. 
 
Peterson, R. & Jolibert, A. (1995), 'A meta-analysis of country-of-origin effects', Journal of 
., Calantone, R. & Lee, M. (1994), 'International Technology Adoption: Behaviour 
tructure, Demand Certainty and Culture', Journal of Business & Industrial Marketing, vol. 9, 
thical issues across cultures: managing the differing 
erspectives of China and the USA', Journal of Consumer Marketing, vol. 16, no. 3, pp. 240-
. & Antoni, M. (2002), 'The state of ISO 9000 certification: a 
tudy of Swedish organizations', The TQM Magazine, vol. 14, no. 5, pp. 297-306. 
ternational Journal of Quality & 
eliability Management, vol. 20, no. 5, p. 2003. 
ation and intermediaries 
 clothing supply chains', Supply Chain Management: An international Journal, vol. 5, no. 3, 
rasad, S. & Tata, J. (2003), 'The role of socio-cultural, political-legal, economic, and 
rater, E., Biehl, M. & Smith, M. (2001), 'International supply chain agility - tradeoffs 
al 
arketing, vol. 15, no. 7, pp. 479-490. 
ill, Sydney. 
ao, A. & Monroe, K. (1989), 'The effect of price, brand, name and store name on buyers' 
International Business Studies, vol. 26, no. 4, pp. 883-910. 
 
Phillips, L
S
no. 2, pp. 16-28. 
 
Pitta, D., Fung, H. & Isberg, S. (1999), 'E
p
256.  
 
Poksinska, B., Dahlgaard, J
s
 
Poksinska, B., Dahlgaard, J. & Eklund, J. (2003), 'Implementing ISO 14000 in Sweden: 
motives, benefits and comparisons with ISO 9000', In
R
 
Popp, A. (2000), 'Swamped in information but starved of data: inform
in
pp. 151-161. 
 
P
educational dimensions in quality management', International Journal of Operations & 
Production Management, vol. 23, no. 5, pp. 487-521. 
 
P
between flexibility and uncertainty', International Journal of Operations & Production 
Management, vol. 21, no. 5/6, pp. 823-839. 
 
Quester, P., Dzever, S. & Chetty, S. (2000), 'Country-of-origin effects on purchasing  agents' 
product perceptions: an international perspective', Journal of Business & Industri
M
 
Quester, P., Perreault, W., McGuiggan, R. & McCarthy, J. (2004), Marketing, creating and 
delivering value, Fourth edition edn, McGraw-H
 
Rampersad, H. (2001), 'A visionary management model', The TQM Magazine, vol. 13, no. 4, 
pp. 211-223. 
 
R
perceptions of product quality: an integrative review', Journal of Marketing Research, vol. 26, 
no. 3, pp. 351-358. 
 
Rao, A. & Schmidt, S. (1998), 'A behavioral perspective on negotiating international 
alliances', Journal of International Business Studies, vol. 29, no. 4, pp. 665-90. 
 
  
 
 247
Rao, S. & Perry, C. (2002), 'Thinking about relationship marketing: where are we now?' 
obinson, J., Shaver, P. & Wrightsman, L. (1991), 'Criteria for scale selection and 
5. 
a contingency model', 
ternational Journal of Operations & Production Management, vol. 20, no. 10, pp. 1146-
aghafi, M. & Puig, R. (1997), 'Evaluation of foreign products by US international industrial 
ctices in the 
urchasing function -An empirical study', International Journal of Operations & Production 
antos, L. & Escanciano, C. (2002), 'Benefits of the ISO 9000:1994 system - Some 
aunders, M., Lewis, P. & Thornhill, A. (2000), Research methods for business students, 
www.rmit.edu.au/browse?SIMID=l31bju7mjcoi>
Journal of Business & Industrial Marketing, vol. 17, no. 7, pp. 598-614. 
 
R
evaluation', in J.P. Robinson, P.R. Shaver & L.S. Wrightsman (eds), Measures of Personality 
and Psychological attitudes, Academic Press, San Diego. 
 
Robson, I. & Rowe, J. (1997), 'Marketing -the whore of Babylon?' European Journal of 
Marketing, vol. 31, no. 9/10, pp. 654-666. 
 
Rotter, J. B. (1967), 'A new scale for the measurement of interpersonal trust', Journal of 
Personality, vol. 35, no. 4, pp. 651-66
 
Saad, G. & Siha, S. (2000), 'Managing quality: critical links and 
In
1163. 
 
S
buyers', Journal of Business & Industrial Marketing, vol. 12, no. 5, pp. 323-338. 
 
Samson, D. & Terziovski, M. (1999), 'The relationship between total quality management 
practices and operational performance', Journal of Operations Management, no. 17, pp. 393-
409. 
 
Sanchez-Rodriguez, C. & Martinez-Lorente, A. (2004), 'Quality management pra
p
Management, vol. 24, no. 7, pp. 666-687. 
 
S
considerations to reinforce competitive advantage', International Journal of Quality & 
Reliability Management, vol. 19, no. 3, pp. 321-344. 
 
Sarantakos, S. (1998), Social Research, Second edn, MacMillan Education Australia Pty Ltd, 
Melbourne. 
 
S
Second edn, Pearson Education Limited, Harlow. 
 
Scarlett, B. (1999), A Cross Cultural Comparison of Business Goals, RMIT Business 
Working Paper Series, [accessed 22 June 2003] 
<http:// . 
chellhase, R., Hardock, P. & Ohlwein, M. (2000), 'Customer satisfaction in business-to-
 
Schaefer, A. (1997), 'Consumer Knowledge and Country-of-Origin Effects', European 
Journal of Marketing, vol. 31, no. 1, pp. 56-72. 
 
S
business marketing; The case of retail organizations and their suppliers', Journal of Business 
& Industrial Marketing, vol. 15, no. 2/3, pp. 106-121. 
 
  
 
 248
Schreibfeder, J. (2001), 'Justly judging your vendors', Australian Purchasing and Supply, vol. 
6, no. 3, p. 13. 
, pp. 7-24. 
bility Management, vol. 19, no. 7, pp. 902-970. 
 
, no. 2, pp. 
12-127. 
s, vol. 102, no. 9, pp. 503-512. 
pring, M. & Boaden, R. (1997), '"One more time: how do you win orders?": a critical 
tarfield, A. (1997), 'A pragmatica approach to modelling for wildlife management', Journal 
rtification', Industrial Distribution, vol. 87, no. 1, pp. 
8-80. 
 creation: reflections on content, 
ontext and processes', International Journal of Physical Distribution & Logistics 
trohfeldt, G. (2002), 'Management of contract disputes', Australian Purchasing and Supply, 
radburn, N. (1982), ASKING QUESTIONS. A Practical Guide to 
uestionnaire Design, Jossey-Bass Inc., Publishers, San Francisco. 
International 
arketing Review, vol. 19, no. 6, pp. 663-680. 
 
Sheth, J. (1996), 'Organizational buying behavior: past performance and future expectations', 
Journal of Business & Industrial Marketing, vol. 11, no. 3/4
 
Sila, I. & Ebrahimpour, M. (2002), 'An investigation of the total quality management survey 
based research published betwen 1989 and 2000 - A literature review', International Journal 
of Quality & Relia
 
Singels, J., Ruel, G. & Van de Water, H. (2001), 'ISO 9000 series - Certification and 
performance', International Journal of Quality & Reliability Management, vol. 18, no. 1, pp. 
62-75.
 
Skjoett-Larsen, T. (2000), 'Third party logistics -from an interorganizational point of view', 
International Journal of Physical Distribution & Logistics Management, vol. 30
1
 
So, M. & Sculli, D. (2002), 'The role of trust, quality, value and risk in conducting e-
business', Industrial Management & Data System
 
Sohal, A. S. (1998), 'Assessing manufacturing/quality culture and practices in Asian 
companies', International Journal of Quality & Reliability Management, vol. 15, no. 8/9, pp. 
920-930. 
 
Spicer, D. (1998), 'Linking mental models and cognitive maps as an aid to organisational 
learning', Career Development International, vol. 3, no. 3, pp. 125-132. 
 
S
reappraisal of the Hill manufacturing strategy framework', International Journal of 
Operations & Production Management, vol. 17, no. 8, pp. 757-779. 
 
S
of Wildlife Management, vol. 61, pp. 261-270. 
 
Stavros, D. (1998), 'A guide to ISOI ce
7
 
Stentoft, A. & Halldorsson, A. (2002), 'Logistics knowledge
c
Management, vol. 32, no. 1, pp. 22-40. 
 
S
vol. November/December 7, no. 6, pp. 10-17. 
 
Sudman, S. & B
Q
 
Suh, T. & Kwon, I. W. G. (2002), 'Globalization and reluctant buyers', 
M
  
 
 249
 
SurveyGold Standard Edition (2002), SurveyGold, [accessed 2 August 2002] 
http://www.download.com/SurveyGold-Standard-Edition/3000-2650_4-10227419.html?< > 
6-528. 
 of Physical Distribution & Logistics Management, 
ol. 32, no. 9, pp. 734-754. 
 customer trust in the industrial salesperson: process 
nd outcomes', Advances in Business Marketing, vol. 2, pp. 81-113. 
, vol. 16, no. 3, pp. 182-201. 
4. 
an, S., Lee, K. & Lim, G. (2001), 'Warranty and warrantor reputations as signals of hybrid 
Supply chain management: a strategic perspective', 
ternational Journal of Operations & Production Management, vol. 22, no. 6, pp. 614-631. 
ternational Journal of Operations & 
roduction Management, vol. 19, no. 10, pp. 1034-1052. 
2), 'A comparative study of 16 national quality awards', The TQM Magazine, vol. 
4, no. 3, pp. 165-171. 
tors of quality performance in Australian 
rvice organisations', Managing Service Quality, vol. 8, no. 5, pp. 359-366. 
nagement, vol. 12, no. 6, pp. 394-
07. 
ance: success determinants for New Zealand 
anufacturing exporters', European Journal of Marketing, vol. 32, no. 9/10, pp. 813-829. 
d Psychological Measurement, vol. 57, 
o. 1, pp. 5-19. 
 
 
Sushil (2002), 'Physical system theory: fundamentals, recent developments and relationships 
with system dynamics', Kybernetes, vol. 31, no. 3/4, pp. 49
 
Svensson, G. (2002), 'The theoretical foundation of supply chain management. A functionalist 
theory of marketing', International Journal
v
 
Swan, J. & Trawick, I. (1987), 'Building
a
 
Swift, J. (1999), 'Cultural closeness as a facet of cultural affinity', International Marketing 
Review
 
Swift, J. (2002), 'Foreign Language Competence and Culture affinity: A Study of UK 
Executives in Foreign Markets', Cross Cultural Management, vol. 9, no. 2, pp. 4-2
 
Synodinos, N. (2003), 'The "art" of questionnaire construction: some important considerations 
for manufacturing studies', Integrated Manufacturing Systems, vol. 14, no. 3, pp. 221-237. 
 
T
product quality', European Journal of Marketing, vol. 35, no. 1/2, pp. 110-132. 
 
Tan, K., Lyman, S. & Wisner, J. (2002), '
In
 
Tan, K., Kannan, V., Handfield, R. & Ghosh, S. (1999), 'Supply chain management: an 
empirical study of its impact on performance', In
P
 
Tan, K. (200
1
 
Terziovsky, M. & Dean, A. (1998), 'Best predic
se
 
Thakor, M. & Lavack, A. (2003), 'Effect of perceived brand origin associations on consumer 
perceptions of quality', Journal of Product and Brand Ma
4
 
Thirkell, P. & Dau, R. (1998), 'Export perform
m
 
Thompson, B. (1997), 'The importance of structure coefficients in structural equation 
modeling confirmatory factor analysis', Educational an
n
  
 
 250
Towers, N. & Ashford, R. (2001), 'The supply chain Management of production planning and 
sustainable customer relationships', Management Research News, vol. 24, no. 12, pp. 1-6. 
ucci, L. & Tucker III, J. (1996), 'The general agreement on tariffs and trade (GATT): 
urnbull, P. (1985), 'The image and reputation of British suppliers in Western Europe', 
 R. (1970), Family interaction, John Wiley, New York. 
ent, vol. 32, no. 6, pp. 409-430. 
. 5, pp. 508-
23. 
al marketing strategies', International Marketing Review, vol. 17, no. 3, pp. 231-
53. 
ations and models', 
uropean Journal of Marketing, vol. 33, no. 1/2, 1999, pp.163-195. 
ns Management, vol. 16, 
o. 4, pp. 361-385. 
sing and supply: a review of the literature', 
ternational Journal of Operations & Production Management, vol. 15, no. 9, pp. 220-236. 
, J. & Wright, K. (2000), 'Consumer ethnocentrism and attitudes toward domestic and 
reign products', European Journal of Marketing, vol. 34, no. 9/10, pp. 1149-1166. 
. 44-50. 
p. 58-65. 
627. 
 
Trompennars, F. (1995), Riding the Waves of Culture, Nicholas Brealey Publishing, London 
 
T
implications for consumer products marketing', Journal of Consumer Marketing, vol. 13, no. 
1, pp. 35-61. 
 
T
European Journal of Marketing, vol. 19, no. 6, pp. 39-52. 
 
Turner,
 
Van der Vorst, J. & Beulens, A. (2002), 'Identifying sources of uncertainty to generate supply 
chain redesign strategies', International Journal of Physical Distribution & Logistics 
Managem
 
Van der Wiele, T. & Brown, A. (2002), 'Quality management over a decade. A longitudinal 
study', International Journal of Quality & Reliability Management, vol. 19, no
5
 
Vertinsky, I. & Zhou, D. (2000), 'Product and process certification -Systems, regulations and 
internation
2
 
Vincent-Wayne, M. (1998), 'Consumer perceived risk: conceptualis
E
 
Wacker, J. (1998), 'A definition of theory: research guideliness for different theory-building 
research methods in operations management', Journal of Operatio
n
 
Waters-Fuller, N. (1995), 'Just-in-time purcha
In
 
Watson
fo
 
Weller, L. D. (1995), 'The equity factor: a vital part of the quality equation', Quality 
Assurance in Education, vol. 3, no. 4, pp
 
West, J., Naish, P., Haworth, G. & Arter, D. (2002), 'Should you transition to ISO 
9001:2000?' Quality Progress, vol. 35, no. 9, p
 
Wheeler, K. (2002), 'Cultural values in relation to equity sensitivity within and across 
cultures', Journal of Managerial Psychology, vol. 17, no. 7, pp. 612-
 
Wickman, P. (1997), 'Developing a mission for an entrepreneurial venture', Management 
Decision, vol. 35, no. 5, pp. 373-381. 
  
 
 251
 
Wilding, R. & Juriado, R. (2004), 'Customer perceptions on logistics outsourcing in the 
European consumer goods industrty', International Journal of Physical Distribution & 
ogistics Management, vol. 34, no. 8, pp. 628-644. 
professionals. Information 
anagement and systems, First edn, Centre for Information Studies, Charles Sturt University, 
tegrated model of buyer-seller relationships', Journal of the 
cademy of Marketing Science, vol. 23, no. 4, pp. 335-345. 
rtnering with suppliers', 
ternational Journal of Quality & Reliability Management, vol. 19, no. 5, pp. 567-580. 
. & Liu, C. K. (1999), 'Cooperative and competitive 
onflict for quality supply partnership between China and Hong Kong', International Journal 
TO (1998), Forests: A National Experience, World Trade Organisation. 
hip 
arketing for everyone?' European Journal of Marketing, vol. 34, no. 9/10, pp. 1111-1127. 
arch Methods 
eries Vol.5, Second ed., Sage Publications, Newbury Park. 
l 
ournal of Service Industry Management, vol. 11, no. 4, pp. 329-347. 
, no. 2, pp. 221-230.  
04]  
http://hermia.emeraldinsight.com/vl=7553250/cl=18/nw=1/rpsv/~1157/v45n1/s1/p1>
L
 
Williamson, K. (2000), Research methods for students and 
m
Wagga Wagga. 
 
Wilson, D. (1995), 'An in
A
 
Wong, A. (2002), 'Sustaining company performance through pa
In
 
Wong, A., Tjosvold, D., Wong, W
c
of Physical Distribution & Logistics Management, vol. 29, no. 1, pp. 7-21. 
 
W
 
Yau, O., McFetridge, P., Chow, R., Lee, J., Sin, L. & Tse, A. (2000), 'Is relations
m
 
Yin, R. (1994), Case Study Research -Design and Methods, Applied Social Rese
S
 
Youngdahl, W. & Loomba, A. (2000), 'Service-driven global suply chains', Internationa
J
 
Yung, W. (1997), 'The values of TQM in the revised ISO 9000 quality system', International 
Journal of Operations & Production Management, vol. 17
 
Zekos, G. (2003), MNE's Globalisation and Digital Economy: Legal and Economic Aspects, 
[accessed 12 October 20
< . 
ment (TRM) 
nd total quality managemnt (TQM)', Management Decision, vol. 37, no. 9, pp. 719-728. 
ommitment in supplier-dealer relationships: an empirical study of the Swedish wood 
dustry', The TQM Magazine, vol. 12, no. 4, pp. 245-265. 
els', 
ternational Journal of Service Industry Management, vol. 12, no. 3, pp. 269-294. 
 
Zineldin, M. (1999), 'Exploring the common ground of total relationship manage
a
 
Zineldin, M. & Jonsson, P. (2000), 'An examination of the main factors affecting 
trust/c
in
 
Zins, A. (2001), 'Relative attitudes and commitment in customer loyalty mod
In
 
 
 
 
  
 

 253
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
APPENDICES 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 

 255
 
 
 
 
 
 
 
 
 
 
 
 
 
 
APPENDIX A 
 
 
DATA COLLECTION INSTRUMENT 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 

 257
Research Development Unit, RMIT Business 
GPO Box 2476V Melbourne 3001. Te  61 3 9827 0970, Fax 61 3 9925 5595. 
Email: juan.caldera@rmit.edu.au
l. 
  
 
 
 
 
 
 
All information is CONFIDENTIAL and no person or business will be identified. 
. Country of your main foreign supplier:    ________________________ 
. Number of year(s) of commercial relationship with your main foreign supplier:      ___________Year(s) 
. What product do you import from your main foreign supplier?  
lectrical equipment 
omestic appliances  
achinery 
hemicals 
extile products 
ther  (please specify) _________________ 
. Does your main foreign supplier have ISO 9000 certification?   
                                     No              
. Do your customers require ISO 9000 certific pliers? 
6. Has ISO 9000 certification g omers and suppliers)?   
 
      
7 a) Does any area or department of your company constrain your buying decisions with regard to countries to 
purchase from? (If your answer is “NO”, please go to next section) 
Yes                                    No              
      
     b) If YES, please specify the most important area or partment constraining your buying decisions:  
_____________________________________________ ________________ 
 
_____________________________________________ ________________ 
 
    c) Please specify what constrains (e.g. company’s policies, etc) your decision process: 
_____________________________________________ _____________ 
 
_____________________________________________ ______________ 
 
d) To what extent does the area/department mentioned in ion 7b influence your decision?  
 
1                                 2                             3                    4                          5                       
No influence                                                                                        very strong influence                                                
 
 
 
 
 
 
This research has been designed to gain perceptions about the commercial relationship with foreign 
suppliers, in particular about a) the significance f foreign suppliers’ ISO 9000 certification as a 
quality management tool, and b) whether the country in which the ISO certification is issued has any 
effect on your perception.  
There are no right or wrong answers. For the purpose of this study “main foreign supplier” is the 
supplier with whom you have the most important i stment and/or commercial relationship. 
o
nve
 
 
 
 
Section A: Please write or circle the most appropriate answer to the following questions.  
Provide more detail if necessary. 
1
 
2
 
3
E
D
M
C
T
O
 
4
Yes  
5
 
ation from your sup
 
ained new customers (in general terms, for both cust
   
de
____
____
____
____
 Quest
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2
o
 certificate issued by an 
3
supplier enab
 our company. ………
ity to resolve our 
omplaints by analysing issues, events, and processes. …  
relationship with our main foreign 
vides better assurance of quality than the ISO 
n issued under a certification body of its 
…………. 
 
 
ur production to be on schedule. …………….………… 
conducted on the basis of a comprehensive legal 
onducted on the basis of mutual trus
ptimising our cost of doing business. ……………………
27. Our main foreign supplier has worked to develop 
long-term productive relationship with our company. … 
 
e Di
sa
gr
gre
e
ly 
Ag
ree 
 
. The ISO 9000 certification issued by a certification 
dy of the country of our main foreign supplier is 
uivalent to the ISO 9000
 St
ron
g
Di
sa
gre
Mi
ldl
y 
Ne
utr
al
Mi
ldl
y a
Ag
ree
St
ron
gly
 D
isa
g
1
b
eq
Australian certification body. ……………………………. 
. The Quality Management System of our main foreign  1
les it to deliver excellent service and products 
………………….……………… to
4. Our main foreign supplier has the abil
  
1
c
 
5. The effectiveness of the quality management system of 
 
1
our main foreign supplier is above the industry’s average.  
  
16. Our main foreign supplier is prepared to adjust their 
ystem to meet our purchasing needs.  quality management s
 
mmercial 17. Our co
osupplier pr
9000 Certificatio
country. ………………………………………
 
18. Our main foreign supplier strives successfully to 
ch order. …….  deliver product and service quality in ea
 
9. Our main foreign supplier delivers our orders to enable 
 
1
o
 
0. Business transactions with our main foreign supplier 
 
2
are 
agreement.  ……………………………………………….. 
 
21. Business transactions with our mai
 
n foreign supplier 
t. …. …………. are c
  
22. Our major foreign supplier will not take unexpected 
ctions that would result in negative outcomes for our a
business. …………………………………………………. 
  
23. We have an overall expectancy that our main foreign 
supplier is honest. …………………………………………. 
  
24. We have a generalised expectancy that our main 
oreign supplier is a non-opportunistic business partner f
                    
5. Our main foreign supplier participates readily in joint-
 
2
decision making. ……………………………………. …. 
 
26. Our main foreign supplier cooperates closely with us in 
 
ree ee
o
 
 
a 
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Are  other comments? 
 
 
 
 
 
 
28. 
term
29. Our main foreign supplier is prepared to make a long-
term
 
0. Our main foreign supplier is willing to dedicate 
hatever people and resources it takes to make us a satisfie
ustomer. ……………………………………….  
 
1. Our main foreign supplier shares both the commercial 
enefits and burdens associated with supplying our demand. 
 ……………………………………………… 
 
3
a ……… 
3
encourages
3
c
a  
a
 
3
t
r
3
b
 
3
w  
Our main foreign supplier seeks to be one of our long-
 commercial partners. ……………………………… 
 
                                                                                                                              
 there any other questions we should have added? Are there any
 investment in helping us. …………………………. 
3
w d 
c
3
b
…
2. The relationship with our main foreign supplier is fair 
nd equitable. ……………………………………
 
3. The relationship with our main foreign supplier 
 us to invest in mutual development. ………… 
4. Our main foreign supplier’s investment in our 
ommercial relationship has been specifically adapted to us 
nd so we would find it more costly to adapt our system to
 
nother supplier. …………………………………………. 
5. Our main foreign supplier will find less easy to redeploy 
heir business assets to another customer if our commercial 
elationship is terminated or not renewed ……. ………….. 
 
6. Our firm agrees with our main foreign supplier on the 
usiness priorities of the relationship. ………………….. 
 
7. Our firm agrees with our main foreign supplier on the 
ay services are provided………………………  
 
Total number of employees of your company (Please tick the most appropriate answer) 
1 100-199 200 or more  -4 5-19 20-99 
Please post the completed ques
Juan Caldera, research Development 
tionnaire to: 
Unit, RMIT Business  
ope 
articipation 
 D
isa
gre
e
e Di
sa
gre
e
gre
e
A S
ng
ly 
Ag
ree
In the reply paid envel
Thank you very much for your p
St
ron
gly
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Mi
ldl
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utr
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Mi
ldl
y a
gre
e
tro
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Appendix B.1 Factor Loadings for the “Commercial Relationship” Congeneric Model 
 
.50
F1
Strength of
Commercial
Relationship
.67
Q 27e2
.82
Q 25e
.71
1
.80
Q 29e3 .89
.58
.76
Q 30e4
.63
Q 33e5
.79
.65
.42
Q 36e6
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Appendix B2. Factor Loadings obtained for the “Culture Affinity” Congeneric Model 
     
F2
Cultural
Affinity
.34
Q  1 e1
.58
.96
Q  2 e2
.98
.11
Q  4 e3
.32
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 “Perceptions of Quality” Congeneric Model 
Appendix B.3. Factor Loadings obtained for the 
F3
Quality
Reliability
.52
Q 13 e1
.72 .65
Q 14 e2
.80
.62
Q 19 e3
.79
.32
Q 22 e4
.57
.32
Q 23 e5
.57
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“Perceptions of ISO 9000 Certification” Congeneric Model 
Appendix B.4 Factor Loadings obtained for the  
F 4
Perceptions about
ISO 9000 certification
.71
Q  9
e1
.84
.75
Q 10
e2
.87
.67
Q 11
e3
.82
.34
Q 12
e4
.58
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Appendix B.5 Fa ngeneric model ctor Loadings obtained for the “COO Effect” Co
F5
Country of
origin
effect
.96
Q  6 e1
.98
.54
Q  7 e2
.74
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APPENDIX C 
 
CONGENERIC MODELS GOODNESS OF FIT 
 
Contents 
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Appendix C.1  
Goodness of Fit for the “Commercial Relationship” Congeneric Model.  ………….     271 
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Appendix C.3 
Goodness of Fit for the “Perceptions of Quality” Congeneric Model.   ………. ….       272 
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Appendix C.1 Goodness of Fit for the “Commercial Relationship” Congeneric Model 
 
Indices Goodness of Fit 
Chi-square  (χ2  ) 14.917 
Degrees of freedom (df) 10 
Probability level (p) 0.135 
Normed Chi-square (χ2/df) 1.492 
Goodness-of-Fit (GFI) 0.972 
Adjusted Goodness-of-Fit Index (AGFI) 0.941 
Incremental Index of 0.992 Fit (IFI) 
Tucker-Lewis Index (TLI) 0.988 
Comparative Fit Index ( 0.992 CFI) 
Root Mean-Square Error of Approximation (RMSEA) 0.052 
 
 
 
 
 
dix C.2 Goodness of Fit for the “Culture Affinity” Congeneric Model Appen
 
Indices Goodness of Fit 
Chi-square  (χ2  ) 19.9477 
Degrees of freedom (df) 2 
Probability level (p) 0.00 
Normed Chi-square (χ2/df) 9.974 
Goodness-of-Fit (GFI) 0.932 
Adjusted Goodness-of-Fit Index (AGFI) 0.796 
Incremental Index of Fit (IFI) 0.889 
Tucker-Lewis Index (TLI) 0.834 
Comparative Fit Index (CFI) 0.889 
Root Mean-Square Error of Approximation (RMSEA) 0.223 
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Appendix C.3 Goodness of Fit for the “Perceptions of Quality” Congeneric Model 
 
Indices Goodness of Fit 
Chi-square  (χ2  ) 10.774 
Degrees of freedom (df) 6 
Probability level (p) 0.096 
Normed Chi-square (χ2/df) 1.796 
Goodness-of-Fit (GFI) 0.976 
Adjusted Goodness-of-Fit Index (AGFI) 0.941 
Incremental Index of Fit (IFI) 0.983 
Tucker-Lewis Index (TLI) 0.971 
Comparative Fit Index (CFI) 0.983 
Root Mean-Square Error of Approximation (RMSEA) 0.066 
 
 
 
 
 
 
 
 
Appendix C.4 Goodness of Fit for the “Perceptions of ISO 9000 certification” 
Congeneric Model 
Indices Goodness of Fit 
Chi-square  (χ2  ) 2.797 
Degrees of freedom (df) 2 
Probability level (p) 0.247 
Normed Chi-square (χ2/df) 1.398 
Goodness-of-Fit (GFI) 0.992 
Adjusted Goodness-of-Fit Index (AGFI) 0.961 
Incremental Index of Fit (IFI) 0.998 
Tucker-Lewis Index (TLI) 0.993 
Comparative Fit Index (CFI) 0.998 
Root Mean-Square Error of Approximation (RMSEA) 0.047 
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Appendix C.5 Goodness of Fit for the “COO effect” Congeneric Model 
 
Indices Goodness of Fit 
Chi-square ( χ2) 0.00 
Degrees of freedom
Probability level (p) Cannot be computed 
Normed Chi-sq Cannot be computed 
Goodness-of-Fit 
Adjusted Cannot be computed 
Incremental Index of Fit (IFI) 
Tucker-Lewis Cannot be computed 
Comparative Fi
Root Mean-Sq n (RMSEA) 
 (df) 0 
uare (χ2/df) 
(GFI) 1.00 
 Goodness-of-Fit Index (AGFI) 
1.00 
 Index (TLI) 
t Index (CFI) 1.00 
uare Error of Approximatio 0.858 
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COMMENTS MADE BY PURCHASING EXECUTIVES 
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1. Purchaser from a global shoe manufacturer buying textiles from Hong Kong: We are a 
vertically integrated company, purchasing from internal business units of an 
international company   -hence our ability to choose alternative [purchasing] sources is 
somewhat constrained. Email provided 
2. Buyer from USA medical and laboratory parts: This questionnaire is more relevant to 
manufacturing firms. We are solely research and development. Name and post address 
provided. 
3. Purchaser of Chinese electrical equipm nt: ISO 9000 has gained new customers only 
in a very few instances. Customers are more interested in quality of product and 
service than paperwork. We do not have ISO 9000 and have found that to be of 
insignificant consequence with our m in customers. Our performance is far more 
important. 
4. Purchaser of German automotive components: Include questions about environmental 
certification, commitment, policy and vision. 
5. Purchaser of German motor vehicles and spare parts: If supplier is related or sole 
distributor may necessitate separate questionnaires?? Our main supplier is a related 
company. The responses provided may e affected by that relationship 
6. Purchaser of safety and relief v believe that Australia represents such 
a small value to world sales that an appreciation of the importance of the Australian 
importer ies. Suggested 
questions: a) No. Employees in supplier’s business; b) Range of sales value in our 
business, and c) in supplier’s business; d) Percentage of our business to supplier’s 
production value. 
7. Purchaser of Software products from UK and Switzerland: Our primary partners in the 
past have been the UK and the US. Our primary partners are now the UK and a 
German/Swiss consortium. A major “brawl” between the UK and Switzerland a year 
ago has significantly lowered the level of trust and cooperation amongst some of the 
partners. The shift in emphasis to a non-Anglo partner has introduced some culturally 
based tensions and reduced the level of trust a little.  Business card was provided. 
8. Purchaser of USA Steel products: Our supplier is currently influenced by corporate in 
the U.S. However, we are free to find alternate supplier. 
9. Purchaser of a global company buying South Korean Chemicals. Dear Juan, We have 
a policy from the legal department of our corporate head office that foreign 
e
a
b
alves from UK: I 
 to the overseas supplier would be of value to your stud
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subsidiaries (like the Australian subsidiary) should not deal with countries with which 
USA firms cannot legally deal under USA law e.g. Iran. However Iran is not a genuine 
candidate supplier for the Australian subsidiary. Best wishes for your course. I trust 
this response is of use. Business card provided. 
10. Purchaser buying Chinese tools, house wares, floorings, DIY: Constraint is related to 
environmental impact (company policy). Cannot purchase if documentation not 
satisfactory. The company policy has a very strong influence in the purchasing 
decision.  
11. Purchaser of Japanese electrical equipment: Most Government operations require ISO 
9000 certification from suppliers. If not all. ISO 9000 certification has gained new 
government customers. Post address and email were provided. 
12. Purchaser of machinery from Denmark: At first ISO 9000 gained new customers when 
it was introduced. Now it does not have such a large influence. 
13. Purchaser of USA heavy plant chemicals:  Add the following question: Are problems 
with delivery associated with Australian importers or foreign exporters? 
14. Buyer of material handling equipment from Austria: Perhaps if the answer were NO to 
question 4 (Does your main foreign supplier have ISO 9000 certification?) the 
questionnaire would be restricted to answering all questions except (those) pertaining 
to ISO. (The buyer responded NO to question 4). 
15. Buyer of chemicals from Israel: Our purchasing is subject to TGA/GMP Guidelines, 
not ISO (The buyer responded to ISO questions with 4 = “neutral”). 
16. Buyer of engineered products from Europe: Foreign suppliers sometimes miss the 
meaning behind the specification or don’t understand why things are requested 
different from other countries. If you understand how ISO audits foreign countries-
companies some of your questions would have been worded differently  
17. Buyer of wood pulp from New Zealand: Not sure that you are calling New Zealand 
“foreign”. 
18. Purchaser of USA ATM and Banking Financial Services Equipment: As a local 
subsidiary of a global corporation (over 80 countries) I feel that these questions are 
worded for a company that uses a ‘non parental’ supplier. No mention of whether we 
have gained ISO 9000 on a local level to enhance supplier ISO. Certain markets 
require ISO 9000 from suppliers. ISO has some influence with our major suppliers. 
Customers require ISO 9000 only if they have same. ISO may figure in some buying 
decisions  
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19. Buyer of metal components from Malaysia: Relationship with supplier is the most 
20.
dstick. Sadly may do not live up to ISO 9000 
21.
 determine whether supplier is acceptable i.e. same raw material from India 
22.
23. aper pulp from New Zealand: I doubt if ISO 9000 has gained new 
24.  greases: Juan, sorry this took so long to 
25.
MIT, which is 
he response. Regards. Telephone and email provided. 
27. tion 
h ISO certifications. 
important component of all. 
 Purchaser of USA security electronics: Comprehensive review. I look forward to 
seeing results of study. ISO 9000 Certification is an “important tool” on evaluation of 
a potential supplier but not the only yar
criteria as witnessed in quite some deliveries where exactitude counts.  
 Buyer of powdered metal from UK: Quality of our final product, ease and cost of 
production
was unacceptable i.e. costly to use, harsh on tooling, manpower costly, wasteful and 
made inferior product. Good luck! Sorry for the delay. Name and Mobile provided. 
 Purchaser of Indonesian Chemicals: Juan, Well done. Regards. Name and email 
provided. 
 Buyer of p
customers but has assisted in maintaining customer base. 
 Purchaser of Singaporean lubrication oils and
return. Good luck. Business card provided. 
 A Supply Chain Leader (Information Systems Division) of a global manufacturer of 
cars wrote:  Juan, This is the second survey that I received from or via R
Ok BUT there is one thing you should be very aware of and that is if you ask 10 
questions 65 % will respond, if you ask 15 questions 45-55 % will respond. If you ask 
20 or more questions your response rate will be between 10% and 15 %. Juan I am not 
trying to discourage you but after six months of statistical analysis this is reality, 
therefore my suggestion to you is ask 5-7 meaningful questions and dig deep. You will 
be surprised with t
26. Purchaser of a global manufacturer of cereals buying flexible packaging (High density 
Poly-ethylene film) from USA:  Most of the suppliers we deal with on key raw and 
packaging materials are either ISO 9000 or HACCP accredited. I usually make the 
statement somewhere in any tender situation that all things being equal we give 
preference to vendors with these accreditations. Email address was provided.  
 Buyer of German personal protective safety equipment: ISO 9000 on documenta
of systems is a waste of time and energy. ISO 9000 on product quality production is 
necessary and should be recognised and not confused wit
28. Buyer of German portable structures: Our firm realizes that in a partnership where one 
is the supplier and the other is the purchaser –both parties must win. 
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29.
.  
31.
32.
ation in your survey. As a business in food manufacture our focus is on 
33.
? 
talked about what we 
 Quality Programme level influence 
survey. Names of 
36.
reign supplier is our parent company. 
 Purchaser of raw materials (resins and equipment) for a global Australian company 
with suppliers in Europe, Asia and USA:  Questions are too general. ISO is NOT a 
trusted quality system anymore, especially with overseas suppliers. It is a nice picture 
on the wall at the reception area. Email provided
30. Purchaser of Italian furniture: Include questions on design and life cycle of product. 
 Purchaser of extruded poly film from USA: Good luck. 
 Buyer of packaging from New Zealand: Include comparison to HACCP 
implement
HACCP and GMP. ISO is not critical.  
 Purchaser of French Steel: Include the following questions: What other accreditation 
has the provider? Has the provider supplied proof of compliance
34. Purchaser of Japanese power generation equipment: Queensland Purchasing policy 
constrains our decision process. Your questions specifically 
purchase and sell, which is nothing! We are an electricity producer, so pieces we buy 
are used for maintenance (specifically our customers?). 
35. Purchaser of marine machinery from UK: Our customers require our products to be 
ISO/ISM 9000 – 2001. ISO 9000 certification is mandatory for most shipping 
companies. Not all suppliers going to full accreditation. Defence security, group 
purchasing guidelines, and supplier/contractor at
our buying decisions. My own ILS (Inventory Locator System) section and contractors 
database have a strong influence in purchasing decisions. Very good 
purchaser and company provided. 
 Purchaser of electrical equipment from USA: Our project office and ILS department 
have certain influence in our purchasing decisions. Specialist defence equipment and 
sole supplier.  
37. Purchaser of USA machinery: Please keep in mind when evaluating this response that 
our main fo
38. Purchaser of USA stainless steel: ISO 9000 has gained new customers in other 
markets. In this market, no. Our main foreign supplier is from USA (not 
intercompany). Intercompany purchase of finished goods ranged by Australia (ranging 
of overseas sister company products) has a very strong influence in our decisions. 
Importance of ISO 9000 based on country giving accreditation and country of origin. 
Out of USA it’s reliable. Out of other countries it’s not.  Our main supplier is in the 
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US. My answers would be very different for the ISO 9000 and relationship if it were 
based on other (lesser) suppliers out of Asia.    
40. ort compliance 
41.
m 
only, and b) Contract buying agreements Government-to-Government.  
levance with the ISO 9000 
43. ain foreign supplier has ISO 9000 
44.
 Crosby book 
45.
ance to 
39. Purchaser of USA clinical equipment and consumables: As a healthcare institution we 
don’t manufacture. This questionnaire is for manufacturing only.  However, imports of 
clinical equipment and supplies is significant and most often we have no choice.  
 Purchaser of USA IT: Our main purchasing constraints are U.S. exp
policies. This questionnaire is very much targeted at manufacturing organizations. 
Need to design for non-manufacturing companies. 
 Purchaser of military products from USA: Our main foreign supplier does not have 
ISO 9000 certification. We don’t know if our customers require ISO certification fro
our suppliers. Important purchasing constraints are a) aircraft type supplied by US 
contractor 
42. Purchaser of German electrical equipment: Too much emphasis placed on cultural 
characteristics in this questionnaire. I see little or no re
philosophy.  
 Purchaser buying Dutch chemicals: Our m
certification. Our customers don’t require ISO 9000 certification from our suppliers 
because my company has the accreditation. ISO 9000 Certification has gained new 
customers in Government departments. Whilst our two biggest overseas suppliers 
have ISO accreditation, none of the other 20 do! 
 A purchaser of German specially designed electrical equipment and machinery (with 
customers requiring ISO 9000 certification and foreign supplier with ISO 9000 
accreditation): Questions to be included in the survey: Have you noticed a correlation 
between pricing & ISO Certification? –If so how does one defend Philip
“Quality is free”? Do you see benefits in exchanging personnel from each other’s 
country for 12 months to ensure Quality principles and application are thoroughly 
understood and set the basis for “Quality circles across the ocean”? 
 Purchaser of Austrian electrical equipment and machinery (Foreign supplier does not 
have ISO 9000 certification):  We require value for money and conform
specifications. Some of the questions were not relevant as we use the product and do 
not resell. Equipment imported is not manufactured in Australia. Other sources such as 
USA have become expensive and do not provide value for money.  
46. Purchaser from Swedish machinery and spare parts: Question to be added to the 
survey: Maybe what type of industry e.g. Construction, mining, etc. 
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47. Purchaser of Indonesian metal fixtures: Our purchasing department is ISO accredited 
and wants to ensure to purchase from other accredited sources.  
 Purchaser of Malaysian electronic devices: Questions to be added:  Annual & biannual 
visits to our main foreign supplier enhance our co
48.
mmercial relationship? Inviting our 
rd 
  Encourage filling of this 
49.
 strongly. ISO ratings are not relevant to our 
50. ssociated parts: Due 
51.
es to above –in particular to 
52.
53. r supplier is better equipped to handle the type of 
54.
on from our suppliers, but when we obtained it we gained new 
56.
main foreign suppliers to the presentation of the annual financial results to the Boa
of Directors/Shareholders will improve relationship?
questionnaire with a prize Juan. 
 A purchaser of Chinese electrical equipment: Corporate compliance and US trade 
restrictions influence our decision very
company. 
 A purchaser of USA mining, electric rope shovels, draglines and a
to the specific scope of equipment, purchasing is from our parent company in 
Milwaukee, USA.  
 Purchaser of USA electrical equipment:  No reference to private & government 
industry. Government restrictions could affect respons
“local suppliers” usage –also difficult to determine ‘foreign supplier’ due to (the) fact 
that (we) rarely have “true” Australian owned companies for larger corporations.  
 Purchaser of Tungsten carbide powder from Europe:  ISO system in place may be 
flawless, but must assess the commitment of Co. management toward providing 
consistent & improving quality level of their products! Our main foreign supplier is a 
related company. 
 Purchaser of Italian machinery: ou
commercial relationship we both require.  
 Purchaser of surgical & medical devices from Singapore. Our customers don’t require 
ISO certificati
customers. Our Singapore supplier is part of a US global company and operates under 
US management.  
55. Purchaser of Belgian chemicals:  Our main foreign supplier is a parent company. An 
interesting survey. Thank you! 
 Purchaser of Japanese extruded Aluminium (raw material for finished product 
manufacture, supplier has ISO 9000 certification and customers require the 
certification from suppliers): A very important purchasing constraint is the quality 
assurance rating imposed by customers e.g. Ford Motor Co & GM 
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57.
are more competitive & better that our 
from 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 Purchaser of Chinese components: ISO 9000 does not guarantee quality. It is a 
management system. The overseas companies 
local businesses. Most companies that we deal with have ISO 9000, ISO 14000, 5 S 
programs, and some run 6 sigma programs.  There is resistance from some areas of our 
company with their own political objectives and personal issues with sourcing 
overseas. Suggested additional questions: Total company sales a) $ Purchase with 
major supplier, b) How many overseas suppliers?   Please send a copy of your report 
to (mail address provided).  
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APPENDIX E 
 
 
HOFSTEDE’S CULTURAL DIMENSIONS  
BY  SUPPLIER’S COUNTRY AND AUSTRALIA. 
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Hofstede’s Index Scores for the Countries and Regions Studied in this Research 
 
 
 
Source: Hofstede (2001, pp. 500-502). 
 
 
 
 
Country Power Uncertainty Individualism Masculinity Distance Avoidance 
Australia   (Total) 36 51 90 61 
Australia (Aborigines) 80 128 89 22 
Austria      11 70 55 79 
Belgium    (Total)  65 94 75 54 
Belgium (Dutch speakers) 61 97 78 43 
Belgium (French speakers) 67 93 72 60 
Canada   (Total)  39 48 80 52 
Canada (French speakers) 54 60 73 45 
China (Total) 80 30 20 66 
China (Hong Kong) 68 29 25 57 
Denmark      18 23 74 16 
Finland      33 59 63 26 
France       68 86 71 43 
UK           35 89 66 35 
Germany      35 67 86 65 
India        77 40 48 56 
Indonesia 46 78 48 14 
Israel       47 13 81 54 
Italy        70 50 75 76 
Japan        54 92 46 95 
Malaysia 104 36 26 50 
Netherlands  38 53 80 14 
New Zealand  22 49 79 58 
Philippines  94 44 32 64 
South Africa 49 49 65 63 
Singapore    74 8 20 48 
Sweden       31 29 71 5 
Switzerland  34 58 68 70 
Taiwan       58 69 17 45 
Thailand     64 64 20 34 
Turkey       66 85 37 45 
USA          40 46 91 62 
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Appendix F.1 
Examples of Script for Exploring Participation using Telephone Interviews 
t for Addressing Gatekeepers and Requesting for a Telephone Interview. 
bjective: To obtain the cooperation of the secretary, reception desk or personal assistant in 
rder to interview the purchasing manager using the telephone. 
 
atekeeper:  Good morning/Good afternoon… 
esearcher:  Good Morning. I am (name), a researcher at RMIT University. I would like to 
talk to the person who is responsible for international purchasing.  
(If the gatekeeper asks for more informa on):  I’d like to discuss some matters with 
him/her. (And/or) I am conducting research on some aspects of purchasing and I am 
interested in yo r company takin
Are you able to connect me to this person?
Gatekeeper: Yes, just a moment. I’ll put you through 
rcial 
d quality certifications from foreign countries and the extent to which those 
Gatekeeper: No, I don’t want to/We are pretty busy today. Can you call some other day? 
esearcher: (pause) or, can you give a mail or email address so that I can send through a 
tter with more details? Or Researcher. Would it help if I send you more details by email? I 
ould send a letter introducing myself as well as the objectives of the study.  
atekeeper: Yes, that would help. (Provides email or mail address). 
b) Script for addressing the purchasing manager.  
Objective: To appeal to the manager and invite him/her to participate in a telephone survey. 
 
Manager: Good morning 
Researcher: I am (name) I am conducting research on some aspects of purchasing and I am 
interested in your company taking part. 
 
 
a) Scrip
O
o
G
R
ti
u g part. 
  
(If the gatekeeper asked for further information):  …Research about comme
relationships an
certifications are relevant for Australian purchasers. 
Or  
Gatekeeper: Sorry, I dont’t think they would be interested in this.  
R
le
w
G
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(Manager asks for further information):  …Research about commercial relationships and 
quality certifications from foreign countries and the extent to which those certifications are 
relevant for Australian purchasers. 
Manager: Yes, but it is not applicable to us. We are too small or I cannot disclose company’s 
information.  
Researcher: (pause) Do you buy products from foreign suppliers? 
Manager: Yes 
Researcher: The study is nothing to do with the size of your company or information about 
your company. It is about commercial relationships with foreign suppliers. 
Manager: I have a pile of papers to review. I just can answer two or three questions over the 
phone.  
Researcher: When can I call you back? I would like to send a letter inviting your company to 
participate in this study/ …to participate in a study about commercial relationships with 
foreign suppliers and quality of their products.  
Manager: (pause) 
Researcher: all organizations that take part in this research will be provided with 
aggregated results about importing in Australia, which will be of benefit to your company. 
Manager: All right 
 
 
c) Follow-up of Request of Telephone Interview.  
Objective: To remind the purchasing manager about the telephone survey and (if necessary) to 
reinforce the appeal to answer the questions. 
 
Researcher:  Good morning. I spoke with you on (date) and as a result of that conversation I 
posted a letter to you introducing research at RMIT regarding quality (certifications) of 
imported products. I just would like to know whether you’ve received the letter. You 
mentioned that today you would be able to respond to some questions about your main 
international supplier. 
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Appendix F.2 
 
ne number, email address or 
postal address.  
rcher at RMIT University. 
etails of this study but basically the topic is 
o somebody in your organization that 
or mail would that help you? 
archer: Just to let you know all organizations that take part in this research will be 
hich will be of benefit to 
asing manager? 
send the information to 
r (name of manager, mail or email address).  
bjective: To invite the purchaser to participate in the study. The management of objections 
ed on offering three alternatives: mail, email, or web-based 
Examples of Scripts for Exploring E-mail, Website or Postal Survey 
 
a) Script for Gatekeepers.   
Objective: To get communication with the purchaser in the first call. If the purchaser was 
unavailable, the objective would be to obtain his/her telepho
 
Gatekeeper: Good morning/Good day 
Researcher:  Good morning/Good afternoon…I am (name), a resea
I would like to talk to the person who is responsible purchasing  
Gatekeeper: I can’t give that information to people like you, [or they are not here/they are 
busy, etc]. 
Researcher: I won’t bore you with the d
international purchasing so I would like to speak t
would be able to help me with this research 
Gatekeeper: Sorry, I can’t  
Researcher.  If I send you more information by email 
Gatekeeper: (pause) 
Rese
provided with aggregated results about importing in Australia, w
your company.  
Gatekeeper: (pause) 
Researcher: To whom should I send the information? Perhaps… to the purch
Gatekeeper:  Just a moment I will put you through or Yes, you can 
M
 
 
b) Script for Addressing Purchasing Managers.  
O
to participation was bas
questionnaire, instead of asking a yes/no question (e.g. would you like to participate?).  
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Researcher: Good Morning.  I am conducting research to gain perceptions about quality and 
commercial relationships with foreign suppliers. The study is about commercial relationships 
and quality certifications from foreign countries and the extent to which those certifications 
 I don’t want to/We are pretty busy today. Can you call some other day? 
 the moment.  
er: What is the benefit for me, for my company? 
y.  
by mail. What would you prefer?    To complete the questionnaire doesn’t take more 
nificance of a) foreign suppliers quality 
 whether the country in which that certification is issued has any effect on 
 it help if I send you more details by email or by mail? 
anager:  No, sorry.  Look mate, I don’t have time for that. We are busy at the moment.  
esearcher. Would it help if I send you more details by email? To complete the 
ur expertise is very important for us and 
anager: Yes, that would help. (Provides email or mail address). 
) Telephone Follow-up of Questionnaire Posted.  
The objectives of the follow-up were to know whether a) the letter and questionnaire posted 
were received, b) there was any question/problem regarding the questionnaire), or c) the 
questionnaire had been or about to be posted back to the researcher. The follow-up was made 
after three or four working days of posting the questionnaire. 
are relevant for Australian purchasers.  
Manager: No
Or, Manager: Look mate, I don’t have time for that. We are busy at
And/or, Manag
Researcher: All organizations that take part in this research will be provided with aggregated 
results about importing in Australia, which will be of benefit to your compan
Researcher: I can send you the questionnaire and a letter introducing my research either by 
email or 
than 20 minutes.  
Manager: What sort of research? 
Researcher. The study investigates the sig
certifications and b)
Australian importers.  
Researcher:   If I send you more information would that help you? 
Researcher:  Would
M
R
questionnaire doesn’t take more than 20 minutes. Yo
your participation is totally confidential. You’ll have the option to reply by mail, email, or via 
a web-based questionnaire. 
M
Researcher (if the manager hesitates): Excellent. I will email it with a cover letter and I will 
call you back just to remind you and if you are interested in a copy of the report I’ll give you a 
copy. Your participation is totally confidential.  
 
 
c
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Example A: 
Manager: 
esearcher:  Good morning. I spoke with you on (date) and as a result of that conversation I 
ucing research at RMIT regarding quality (certifications) of 
nnaire?  
Manager: Sorry, I have been extremely busy … 
encourage you to participate because I 
of benefit to your 
t early tomorrow/on Monday 
st week, 
ipate in a research about foreign (overseas) 
of the completed research. 
ave any problem to complete the questionnaire? 
anager: I will try to do it by the end of this week. Is…is that Ok? 
esearcher: Yes, sure. 
 
Good Morning or (name of the manager) 
R
posted a letter to you introd
imported products. I just would like to know whether you’ve received the letter. To complete 
the questionnaire will take around 15 minutes. When would you think that you might post 
back the questio
Researcher: Your expertise is invaluable for us. I 
really need your responses. All organizations that take part in this research will be provided 
with aggregated results about importing in Australia, which will be 
company.  
Manager: I will try to fill it ou
Researcher: Excellent ... I’d appreciate it if you could comment about the structure and 
questions of the questionnaire. Cheers  
 
Example B:   
Researcher: Good morning. I am Juan Caldera from RMIT University. Recently (la
etc.)  I sent you a letter inviting you to partic
suppliers and quality of their products. Did you receive the letter?  
I just wanted to know whether you have any questions regarding the questionnaire or the 
study or would like a copy 
Researcher: Did you h
Manager:  Problem to complete the questionnaire? Just …workload.  
Researcher: That’s understandable. 
M
R
Manager: All right 
Researcher: Thank you very much and have a good day! 
Manager: Thanks.  
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d) Telephone Follow-up of Questionnaire Emailed.  
Objective: To know whether 1) the letter and questionnaire emailed were received, 2) there 
was any question/problem e.g. when downloading the attachment with the questionnaire), or 
3) the questionnaire had been or about to be emailed back to the researcher. The follow up 
 busy)  
ou have any 
lems to download it. 
u are busy but when would you have in mind to be able to 
 ... I will also appreciate your comments about the structure and 
o find out if the reason of 
 take part in this research. Thank you for the 
pportunity and I wish you well. Regards. 
r 
was made after two or three working days of emailing the questionnaire.  
 
Context:  (The secretary warned that the manager was extremely
Researcher: Good Morning (name of the manager). Did you have any problem to download 
the questionnaire that I emailed to you? I just wanted to know whether y
questions regarding the questionnaire or the study or would like a copy of the completed 
research. 
Manager: No prob
Researcher:  Good. I know that yo
complete the questionnaire?  
Manager: I think that I will stop this Friday so that next week I will send it. 
Researcher: All right
questions of the questionnaire  
Manager: No worries mate. 
Researcher: Thank you very much for that and you have a good day. 
 
 
e) Refusal by Email   (cases in which the managers withdrew from the survey and sent a 
note by email). 
Objective: To manage objections to participate using the email. T
withdrawal was a technical reason that could be worked out.  
 
Manager: I am sorry but we will not be able to
o
O
Manager: We have another version of Windows TM and we had problems to download the 
questionnaire. 
In the last case, it was enquired what the appropriate version of Windows TM was. If the 
manager accepted to participate again a new questionnaire was sent to him/her. 
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f) Follow-up Leaving Messages On Answering Machines.  
 remind the purchaser about the survey by means of a recorded participation Objective: To
appeal.  
 
Researcher:  Good morning. I am … from RMIT University.  I just wanted to know     if you 
have any questions at all regarding the questionnaire or the study. Would you like a copy of 
the completed study?  Please call me on…. Thank you very much and have a good day.  
 
 
 
 
 
 
 
 
 
  
 
